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From the Editor

This issue of Florya Chronicles includes four very interesting and
somehow inter-related research based articles. The first article by Baloch
and Huseynov focuses on relatively new phenomenon of mobile commerce
in Turkey. This article draws on a recent literature stemming from the
research based on Mobile Commerce (M-commerce), a sub-section of
e-commerce that can be performed with the help of mobile (hand-held)
devices. The paper focuses on “young” business entities whose struggle
with customer satisfaction, known as M-satisfaction. Baloch and Huseynov
set forth to describe characteristics of M-commerce and to identify factors
that affect customer satisfaction (M-satisfaction). Inevitably this paper
has an original empirical emphasis. The paper identifies and investigates
mobile user s discernments and satisfaction with regards to versatile trade
in Turkey. This paper has an empirical emphasis. It identifies significant
factors affecting M-satisfaction by using structural equation model.
The data for the study have been collected through a self-administered
questionnaire whereby 204 respondents mainly from Istanbul participated.
This paper concludes strongly that “mobility”, “ease of use”, “security”
and “privacy” are positively correlated to customer satisfaction while both
content reliability and service quality have no relationship with customer
satisfaction. This empirical work is particularly important for the service
designers of e-commerce since they can utilize this studys findings to
identify how they can improve their customers’ satisfaction levels. This
would give competitive advantage to those participants who has a better
understanding of their customers’needs and expectations.

The second article by Oumaima and Kaplan follows on the use of
technology though with a different emphasis on the power of instagram
program. This new social communication tool is used by the companies
as a smart way to merge technology and the firm's brand with the aim to
create positive value for both, customers and the companies. It is expected
that the use of Instagram creates brand communities and help participants
to develop commitment to the brand. The paper by Oumamima and Kaplan
focuses on the role played by the central figures of the brand communities
in becoming instrumental to create and structure these communities. The



research traces the links they have developed with their environment and
aims to understand the role played by the factors including engagement,
loyality, and attachement for the consumers. It does an extensive review of
the existing literature and reports on some related example cases.

The third article by Cosar and Ozar1 is an attempt to develop a statistical
technique of measurement on economic freedom. In this paper they analyse
data from G-7 countries by using non-hierarchical k-means technique.
This is one of the modern clustering analysis methods and suitable to
implement upon economic factors. In measuring economic freedoms they
use 12 factors in the economic freedom index. As it is common with this
type of non-hierarchical clustering techniques the number of clusters are
predetermined and separated by the researchers, using discretion. The
first step of the analysis is carried out with the help of the initial central
data chosen randomly. In this study, G-7 countries were divided into two
clusters by applying the k-averages technique with all possible initial
central data from the data set and also new data obtained from outside the
data set by a method. The article is in Turkish and being as powerful as it
is we accepted it to be peer reviewed.

The fourth article of this issue is by Bulut and Eren that focuses on decision
making testing by referring to property market at Kucukcekmece region of
Istanbul. The article’s subject matter the real estate sector is probably the
most important sector in the Turkish economy. Moreover, it appears as
though its importance is increasing day by day. This non-tradable economic
sector increasingly brings together different types of markets and sectors
within a widely abundant lines of business. In Turkey, real estate sector
is particularly important since 96% of the country is earthquake prone.
For instance, after the Marmara earthquake of 1999, the increase in the
society s awareness of secure housing led to a rapid growth of this sector.
Additionally, Turkey is a growing economy as it stands to be the 17. largest
economy in the world, its geopolitical position and its unique natural beauty
renders its real estate highly valuable and important. Amongst the largest
cities, the importance of Istanbul undoubtedly stands out. This city serves
as a bridge between continents. In this study, 18 projects are randomly
selected among the important housing projects in Kiiciikcekmece region



of Istanbul and they are put in order according to specified criteria. The
paper by Bulut and Eren contributes our understanding of the evaluation
of real estate projects with different characteristics. This powerful paper
is also written in Turkish with an English abstract.

Florya Chronicles continue to fulfill its duty as the journal of Faculty of
Economics and Administrative Sciences at Istanbul Aydin University by
making international academic community aware of ongoing researches
at our university. We promote and connect our staff and researchers at the
Faculty with a broader academic audience around the world. In a way,
Florya Chronicles provides a bridge between our Faculty and researchers
around the globe. From this issue onwards we have strengthened our
team with the addition of Dr. Cigdem Ozar1. She is fully committed to full
time research and teaching. We thank her for her contributions. We are
also grateful to our administrators for their continued support: Prof. Dr.
Celal Nazim Irem, Dean of the Faculty of Economics and Administrative
Sciences, Prof. Dr. Yadigar Izmirli, the Rector of Istanbul Aydin University,
Assoc. Prof. Dr. Mustafa Aydin, Head of Board of Directors of the Istanbul
Aydin University.

Prof. Dr. Sedat AYBAR
Editor
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The Power of Instagram Brand Communities:
An Overview About Cosmetic Brands On
Instagram’

Oumaima RAMLE?,
Bur¢in KAPLAN?

Abstract

Companies on Instagram have been focusing on brand communities in the
last years knowing that it’s a smart way to emerge the technology and the
brand with creating a value for both, customers and the companies. Since
Instagram brand communities cheers on the member to have commitment
and become faithful to the brand. This result is launching on creating
a strong online brand community. For companies, establishing brand
communities online strengthen the relation between the customer and the
company, these communities are used to reach information searched for
by members about a cosmetic brand, and also exchange experiences and
opinions. Influencers play an important role in the purchase intention of
cosmetic brands. Since companies encourage infuencers by sharing a post of
them using the product on their feed, this increases the purchase intentions
traffic of cosmetic brands. This research focuses on the role of the central
members of the brand communities in the emergence and structuring of
these communities and the links they have with their environment. This
research aims to understand the factors including engagement, loyalty, and
attachment for the consumers by reviewing the related literature and some
example cases.

Keywords: Brand Community, Purchase Intentions, Cosmetic Brands

! This study is a part of an unbublished master degree thesis “The Role of Instagram Brand Communities on
Purchase Intention of Cosmetic Brands”.

*Istanbul Aydin University Social Sciences Institute Business Management (Eng) Graduated student,
oumaimaramlee@gmail.com
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Discerning the Determinants of Common Stock Valuation: An Empirical Analysis

INTRODUCTION

Today, the main tool that allows the community to dialogue is social media.
It is therefore important not to neglect the importance of the technological
component. It must also be considered that the universe of the social media
represents a state of mind that has an undeniable impact on how to interact
with each other and the brand with its community. Instagram, founded
in 2010 (Instagram.com, 2019), is a relatively new modern platform of
communication and has been seen to have a huge impact on companies
product branding. Companies can reach millions of users instantly (Fournier
& Avery, 2011), and share that no cost sophisticated creations to increase
their influence on social media. I1lustration via Instagram allow companies
to have a visual platform to promote a product or a brand, and it is an
important and a useful tool to comunicate a brand (Yan, 2011). The number
of users of social media is ever increasing (Yan, 2011) and the potential
customers is exposed to various approaches of brand communication as
the world gets more and more connected through social media.

Brand communities on Instagram is taking off, it has becomes a new
trend for people to join cosmetic communities and this phenomenon is
fascinating, no matter what is the nature of the product it seems necessary
to try it or at least to see it in store, the consumer trends indicate the
opposite. Back on this trend, for the beauty industry, one of the biggest
advantages of Instagram is video. Often, cosmetics brands create small
video advertisements that show step by step to users how to use a product
and get the desired effect. Video has the ability to direct consumers on how
to choose and use products. Posted on Instagram, these videos are like
tutorials, both fast and hypnotic. It doesn’t only educate customers but also
increase their level of satisfaction towards the products.

LITERATURE REVIEW

What is a “brand”? A term, design, a symbol, name or a feature that
differentiates one vendor services or goods from another, this is how
the American Marketing Association defines it. It would appear to be a
relatively simplistic definition of a brand as seen from the seller’s point
of view that adresses the core motivation for branding which is to provide
added value for a customer by distinguishing your product from that of a
competitor’s. The defenition also ensures legal protection of a brand. A
brand name that states the individual features of your product. A brand is
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not only a name, it is greater than a feature that it means to differentiate
the product and give it a value (Keller, 2012). Brand creates a conscience,
reputation, significance, particulary for marketers..., this explaination
catches better consumers feedbacks in a market place (Keller, 2012).

A brand present a vital role in customers’ phychological and social need,
it enables customers to communicate and tell what they feel and what they
need (Laroche et al. 2013). Everyone has a need and customers express
in having a self-idendity. Being a member of this brand community helps
customers to face their needs. For them to build this self-identity, customers
search for a way to communicate with others, and how they want to be
identified and who they want to be (Laroche et al. 2012).

The notion of community as quoted by Muniz and O’Guinn (2001), is a
connection of social relations requiring emotional binds. Using marketing
as a communication tool, brand communities on the network are more
involved into customers’ daily lives, eitheir private or professional. The
commitment is the first motive that make brand communities play a major
role among the members of the community, this commitment improve
through the share of information, and the influence displayed by members
of the community of behaviors and attitudes (Williams and Cothrell et al.,
2000).

THE SPECIFIC CHARACTERISTICS OF THE COMMUNITY

A brand community is a voluntary place, where members feel free to share
ideas, experiences, and related to the consuming of the brands’ services
or products, it is called brand community. A community, part of a social
network with special carecteristics, is applicable to explain the community
components. Several researchers have proposed factors explaining the
notion of community. Durkheim proposes a solution which distinguishes
six elements classified in a first subset “with structural nature” and a second
subset “with cultural essence” (Brint, 2001).

Some of these groups include consumers on the basis of a common brand
attachment: these are “brand communities” (Muniz, 1997; Muniz and
O’Guinn, 2001). These brand communities found an interesting collective
spaces to study links that consumers have with brand and more particularly
the complex dynamics of consumer loyalty. They initiate an interesting
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aim of research, in particular because they make complex processes
more visible, often imperceptible, and provide a field of investigation to
understand the links between the individual and the social in consumption.
The brand community is, for its part, more of a recent concept to understand
the consumption of individuals. (Amine and Sitz, 2004), they define it
as “a non-geographically defined group of consumers who share certain
values, norms, representations and recognize each other with strong links
of belonging, of each one with each one and with all the members on the
basis of a common attachment to a particular brand”. This definition brings
a concrete reality to the brand community, determined and sustainable

group.
KEY ELEMENTS OF ONLINE BRAND COMMUNITIES

Brand Commmunity Attachment

In an interpersonal approach, attachment brings a sense of security. In a
marketing vision, it is a long-term emotional predisposition of the consumer
towards the brand. It is then presented in two dimensions, temporal
(connection with past or recent events in the consumer’s life) and identity
(symbolic dimension of objects, carriers of emotions). It is an independent
concept of a particular buying context, a sign of a psychological proximity
to the brand, requiring congruence between the consumer’s self-concept
and the brand’s personality (Onkvisit & Shaw, 1987).

Brand community Trust

Trust is conceptualized as “a belief, in keeping with the tenets of social
psychology research, or as willingness or behavioral intention” (Hess,
1995). In marketing literature, brand trust is delineated as the “willingness
of the average consumer to rely on the capacity of the brand to act its stated
function” (Chaudhuri & Holbrook, 2001). Trust has an important role in
the brand community context, it is to decrease the information asymmetry
and confusion and make the client happy and satisfied with the brand (Chiu
et al, 2010) and it reduces the decision-making time for the customers
(Crosby and Taylor, 1983). Hess (1995) linked trust and commitment
with each other, calling them ‘key determinants’ in the exchange network
between a company and its various partners, as in a relation trust has an
affirmative influence on its steadiness and rise the people’ readiness to join
and attach to the brand. In addition, it generates a globally positive attitude
(Morgan & Hunt, 1994).
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INSTAGRAM AS AN IMPORTANT TOOL FOR BRAND
COMMUNITIES

Instagram is currently the most popular social media application among
young people around the world. Instagram is a non payment application,
based on virtual content that can be important to customers, it concentrates
mainly on people taking selfies or photographs of a thing they like
(products, favourite brand and etc) and sharing it in their feed, the pictues
can adjusted into desired size and edited with convenable filters to create a
different effect. Picture scan be posted in your feed, once someone scrolls
through Instagram, your photograph can appear in their feed, in a reverse
chronological procedure with the newest uploaded photo can be shown on
the top of the feed. The person who shares the photo can tag others and
add location or write a description, also you can add hashtags and metion
about prices in the photo, if you have a business account (marked with a
hashtag sign # and @). Instagram also show how brands communicate
and reinforce the relation with their clients by re-gramming users pictures,
debating with them in a direct way in their feedbacks, by also mentioning
their names to encourage customers to buy the product as it breaks that
wall of disconnection and build a trust between the brand and the customer.

Role of Instagram for Brands

Social media is considered one the most important components of
Marketing communication, due to the greater number of users, as Yan
(2011) defends, social media is an efficient engine for marketers to
advertise their brands. The word Instagram has a meaning as any other
word, it means instant telegram (Instagram.com, 2019). It is an useful
application for companies to promote their brands, it allows them to
share short footages on how to use the product, what is it for, and also to
share awarness between users (Instagram.com, 2019). Miles (2014) claim
that it’s good to have an influential and creditable profile, he adds while
connecting in this application for branding aims, because there is a huge
pressure on the mobile devices. Creating a profile on Instagram is not
sufficiant, but it craves for a productivitty maintenance, and that’s all to
gain followers, especially at the start (Miles, 2014). It is easy for a brand to
be famous and successful on Instagram, by being socially productive and
sharing customers’ photos who are using the brand, liking, commenting,
answering questions in reach of your niche (Miles, 2014). Declared by
(Avery & Fournier, 2011) and (Yan, 2011) when creating a community it
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should also create a feeling of « we » in order to engage others and also
to be able to associate with customers, which is considered as a strong
egagement with the brand.

The borders between the customer and the brand will be blurred out
and that can unlock the door for brand to build a strong and powerful
relation with their clients due to the feeling of « we » in the community,
and it can bring members closer to each others. (Miles, 2014) approves
that Instagram can form a strong membership in the community, which
support the brand’s messages. Before moving forward we need to target
an audience, it is benificial to know what’s your niche, thus customers can
help with giving their opinions which photo to share or what do they want
to see next. (Miles, 2014)

Instagram, nowadays, is all about how you take photos, how you edit,
because it attracts the attention of prospect, so it is relevant to share photos
of good quality (Miles, 2014), it could be debated that Instagram as a
platform is small to use it as tool to advertise your brand, despite that you
need to have an attractive feed, and be creative, which this latter is approved
by Krake (2005). Miles (2014) also approves that if the quality of the
photos in your feed is high, that can bring huge success and attractiveness
to the company. The supplementary that can add more success to the brand
is the hashtags, which also help to put your brand in trending (Miles,
2014). Miles (2014) declares that while using Instagram to communicate
your brand, you should regard further lineaments, the apparent and visual
factors. These factors can presice a slogan or a name that can point to
oneness Miles (2014). If this elements merge the customers’ prospective
experience with the brand, and are tested accurately, Instagram is a huge
opportunity to manage and keep the brand (Miles, 2014). When the brand
creates an attractive content, it affects the customers emotinally which make
them share that photo or the messsage in turn (Avery & Fournier, 2011).

Most of the brands on Instagram has the shopping bag icon on their photos,
which means you can purchase directly just by tapping on the bag icon,
which makes the account gain traffic (followers, visitors) to the website and
probably they’ll end up buying the product (Miles, 2014). Furthermore,
generating traffic to Instagram can be a challenge for the brand, but if it
happens that can increase awareness of the brand and give it more value.
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As discussed above, Instagram allows marketers to show a more private
side of the brand, and show behind the scenes photos directly the do
not display the brand’s product, but nonetheless say something about
the brand, it gives value, and sense of humor (Walter & Gioglio, 2014).
Instagram allow the users to share a story about their brand which makes
it more personalized for the customers, and it makes it more accessible,
approachable and personable (Walter & Gioglio, 2014), and it makes the
communication between the brand and the consumer easier (Kohli et al.,
2015; Peters et al., 2013; Walter & Gioglio, 2014).

Creating videos on Instagram today is popular, because it gives it more
value than the photos do, it leads the customers to be more attached to
the brand (Walter & Gioglio, 2014). A video lasts 15 secondes and play
directly when scrolled. The sounds and the movements in a video can
tells the story of the brand differently, it adds that special factor to the
communication (Walter & Gioglio, 2014). Despite the fact that video is
offering the brand an exceptionnel method via which brand can achieve
customers and communicate with them the new features of the brand, this
study is based on debating visual communication theory as it relates to
photos. Yet the purpose of this study is to discover what type of visual
brand content consumers like to commit with on Instagram, video content
will not be left out from this research and may greatly emerge as an
essential element of the results.

Instagram as an E-commerce Platform

After advertising, there is e-commerce in its pursuit of monetization,
Instagram has recently launched a “buy” button that allows its users to
order products unearthed on the platform for sharing photos and videos.
“We’ve developed this solution to continue to inspire, but also to improve
the buying intent and send traffic to the websites of brands that are present
on Instagram,” says Julie Pellet, brand development lead at Instagram for
the Southern Europe. “This format, tested in the United States with twenty
actors, is a completely free product.”

For the social network, it is a matter of expanding the tools developed
for professionals. And for good reason, social networks are engaged in a
commercial and technological battle to attract advertising advertisers. In
this tussle, Instagram wants to convince them to spend their marketing
budgets at home, rather than at the competition like Snapchat.
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Attitude Towards the cosmetic product and Intention to Purchase
The relationship between attitude and intention to purchase has been
established and validated by many researchs on online consumer behavior.
Zheng et al., 2015 have found that the attitude could to have an impact
significant on the intention to purchase online. In addition, several
researchers suggest that the electronic WOM has a great influence on
consumers’ buying intention in the extent that the information gathered
from WOM electronics has an impact on the attitude towards the product
and ultimately affect positively the purchase intent of the user who has
been exposed to this WOM.

Cosmetics were an inherent part of Egyptian hygiene and health. Creams
and oil were used for protection from the hot egyptian sun and dry winds.
Different kinds of oil (chamomile, aloe vera, rose, olive oil, cedar, lavender,
lily, peppermint...) were provided the besic ingredients for most perfumes
and Egyptians used them for religious ritual matters. Women used to apply
to their lips, cheeks and nails, a clay which was mixed with water called
« red ochre ». women used to store their make-up in special jars that were
kept in special make-up boxes, and they used to take the boxes with them
to parties and keep them under their chairs. Egyptians used a cleansing
cream instead of soap, it was made of animal or vegetable oil mixed with
powdered lime and perfume. Perfumed oil were used to protect the skin
from the hot weather of egypt and the harsh climate. Everyone regardless
of age and gender, wore make-up. From early on the marketing of the
make-up cosmetics industry has been driven by visual content. The first
colored make-up advertisements in the 1920s. Color advertisements made
it substantially easier for make-up brands to sell color cosmetics. The
advertisements included women wearing particular looks, short make-up
tutorials, and celebrities promoting make-up. TV advertisements started
to appear later on as well. This marketing approach still applies today,
however it has transferred over to the social media platforms, such as
Facebook, Instagram and YouTube. This evolution started around 2000
and has developed fast since then (Edosomwan, et al., 2011). The main
difference between traditional marketing approaches and the social media
marketing approach is that social media allows two way communications,
meaning that brand and customers can interact. Instagram, with its focus
on images and videos quickly became a popular and appropriate social
media platform for the make-up cosmetics industry.

8
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The strategy, and the pattern that beauty brands follow on Instagram has
gone out of control in the positive way, but the most successful ones are
the models that post the close up shots of their facec using their favorite
cosmetic brand, or a glossy brand shot.

Below, there are eight different brand cases that were reviewed as
representative examples on how they work and manage their profile like a
business manager (Criteo.com, 2019). Everyone can be their own boss by
following these Instagram marketing beauty hacks:

MAC Cosmetic: Connect with the Professional Community

MAC has a bold writing, with white letters, and their Instagram is
quite intersting but in addition to the glittery eyes and hyper-pigmented
lips, it also celebrates the makeup artist community by regramming
MAC artists and promoting hashtags like #MACArtistChallenge
and #MyArtistCommunity. MAC Pro Membership enables the
makeup professional tolook to MAC for more than simply satisfying product
needs. The program provides exclusive offerings including the highest
level of artistry services, unique educational experiences and the most
comprehensive selection of professional makeup. Part of the Estée Lauder
Companies since 1994, MAC is sold today in over 120 countries around
the world. It remains committed to developing new categories, products
and over 50 collections each year, all of which continue to serve the
demand of consumers and professional makeup artists alike. MAC is a
proud community of professional makeup artists working together to bring
our vision to life.

Anastasia Beverly Hills Cosmetic: Let your Followers be your Brand
Ambassadors

Today’s look is all about the brows, and most of Instagram videos is full
with Anastasia’ brows tutorials (mostly regrams) for creating perfect arches.
Its a win-win — Anastasia gets to show the amazing transformations their
products make possible without having to create the tutorials themselves,
and followers follow the exact steps to achieve the looks at home. In terms
of Instagram followers, these celebrities dwarf Anastasia’s current 19.5
million-strong following. Barbadian singer Rihanna started her Fenty
Beauty line in 2017 and has more than 70 million Instagram fans. Still,
Anastasia continues to roll out new products and 2019 has been its biggest
year for launches, including the Alyssa Edwards palette, named for an
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American drag performer. The question is whether Anastasia can continue
benefiting from being a first-mover with its social media strategy.

Benefit Cosmetic: Get Them to Share

Benefit is known as one of the most instgrams that encourage interactions
between their followers, thanks to that they won a prize lately. They invite
followers to tag their friends, and to keep their fans to remember the brand
all the time, in the Benefits community followers feel free to ask questions,
also sometimes they add some videos of people using their products that
can add value to the brand, Savvy cross-promotion with Snapchat also helps
build followings on both channels. They are smart about their regrams too,
detailing the specific benefit products used in each look.

In 1976, Benefit Cosmetics co-creators Jean and Jane Ford opened a tiny
make-up shop in San Francisco and introduced “dummy”, playful, and fast
beauty solutions to busy girls around the world (Benefit.com, 2018). Since
then, Benefit has continued to evolve to become a key brand for eyebrow
products, while remaining true to the belief that laughter is the best in
beauty products. Known for its somewhat teasing product names and a
playful approach to serious makeup, the Benefit brand inspires women
around the world to “fake it ‘til they make it” (simulate until they get there)
with cult products, such as Benetint, Hoola Matte Bronzer and a range of
quick solutions for each of your eyebrow problems.

Glossier: Make friends with your followers.

Glossier’s Instagram is so friendly, you want to reach out and hug it.
The fanatically followed beauty brand mixes promotional content with
just-for-fun posts, while taking special care to engage with followers
through plenty of regrams. They creatively reinforce their branding by
posting photos featuring their signature pink shade, whether it’s a shot of
their packaging, a sunset, or a random pink ceiling. Glossier’s Instagram
account has an impressive 1.6 million followers, with a posting frequency
of about once or twice per day (Glossier.com, 2019).

Considering that Instagram is such a core pillar of the brand’s social media
marketing strategy, that’s not all. The brand also tends to overflow into
two other related Instagram accounts: the account for Weiss’ still-popular
lifestyle site, Into the Gloss, and Weiss’ own personal Instagram account.
Glossier is totally nailing their Instagram presence.
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NYX: Highlight your mission

NYX is older than people probably think, it was founded in 1999. The Los
Angeles native, who moved to California from South Korea when she was
13, grew up learning about fabrics and wholesale beauty while working
in her family’s business, but quickly realized there was a gap between the
quality of drugstore and luxury beauty products. She started NYX in an
attempt to lessen the gap (and it obviously worked!). At first, she focused
on selling quality, cheap eye and lip pencils to local makeup artists and at
trade shows, but word spread like wildfire that she had a special vision.

NYX encourages Instagram users to tag #nyxcosmetics to be featured
in creative ways, and there’s no shortage of beautiful looks showcasing
their products. Bonus points for the fact that their products are all cruelty-
free, which they emphasize with the #crueltyfreebeauty hashtag. NYX
enjoys a working relationship with beauty bloggers and vloggers — One
of the reasons the company is so wildly successful is because it values
its partnership with online beauty influencers. Bloggers and vloggers are
often invited to the company’s LA headquarters to sample products and
provide feedback.

Too Faced: Build up anticipation and demand

Too Faced has been around for almost 20 years. Even though every product
seems to be flying off the shelves, that wasn’t always the case. Some of
too faced first products are unrecognizable compares to the new ones. The
Too Faced Instagram is a great example of how to roll out a new product.
Teaser posts announcing when the new product will be available build
interest, and once released, a series of posts with product-specific hashtags
highlight each new item. Because each post is different, they’re able to
reinforce without fear of message fatigue. For Too Faced devotees, their
sneak peeks of products, special offers, and giveaways make it well worth
the follow.

Lush: Make it a customer research tool

For more than 20 years, LUSH has been creating fresh handmade cosmetics
for customers all over the world. However it wasn’t always this way. In
fact, Humble beginnings brought them to where they are today. Lush’s
whimsical bath creations are a perfect fit for Instagram. They’re just so
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much fun to look at, whether on the shelf or dissolving in the tub. Their feed
keeps the fun going, while also gaining valuable customer intelligence, by
asking followers questions like, “Bath or shower, which team are you on?”
or “what’s your favorite Lush rose product?”.

Urban Decay: Show them how it works

Our story opens nearly 20 years ago, when pink, red and beige enslaved
the prestige beauty market. Heaven forbid you wanted purple or green
nails, because you’d have to whip out a marker. Sandy Lerner (cofounder
of Cisco Systems) made a bold decision: if the cosmetic industry’s “big
boys” couldn’t satisfy her alternative makeup tastes, she’d satisfy them
herself.

Urban Decay’s Insta amps up the interest with plenty of videos, from
product ads to makeup hacks and tutorials. It is one thing to own a product
and quite another to use it successfully. UD’s videos help its followers
apply their products like a pro. They look good by helping you look good.

CONCLUSION

In the last years, the increase of research to the brand communities has been
a trend. Whilst this study sought to understand community processes. The
observations, however, make it possible to precise the outlines. Moreover
this study does not only apply this concept into a social networking site
in terms of Instagram brand communities, but it is also extended into a
different matter; considering cosmetic product purchase intentions through
brand community commitment.

As it is known that building a brand community is important for brands to
increase their profit and specially in a spot like Instagram. Because social
media now attracts people’s intention from different ranges, which is
considered an attractive market for brands. And these brands that create a
brand community aim to target these people to make them loyal customers
by sharing interesting content and various information. It is also important
for these Instagram brand communities to help customers make decisions
about the cosmetic product of a particular brand and it also facilitates
the management between the customers and the authorized people of the
brand. It can also help the brand to extend their cosmetic brand, and for
customers to stay loyal and active.
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Determinants of Consumer Satisfaction of
Mobile Commerce in Turkey’
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Abstract

The concept of customer satisfaction points out the satisfaction that
customers gain from working with a business. In other words, the concept
describes how satisfied customers are with their transaction and their overall
experience with the company. In order to retain existing customers, spread
brand awareness through them and convert current customers to loyal
ones, customer satisfaction is a key requirement to be met. Any business
entity attempts to reach high level of customer satisfaction through their
customer relationship management activities.

Mobile commerce (M-commerce) are among young business entities that
struggle with customer satisfaction concept known as M-satisfaction.
M-commerce is the subsection of E-commerce that contains all
E-commerce transactions that can be performed with the help of mobile
(handheld) devices. The objective of the paper is to identify characteristics
of M-commerce and to recognize factors that affect customer satisfaction
(M-satisfaction) in M-commerce through well-founded empirical studies.
Mobile user’s discernments and satisfaction are clarified in regards to
versatile trade in Turkey.

First, based on previous literature, the paper builds sets of customer
satisfaction factors for both E-commerce and M-commerce. Second,
features of M-commerce are identified by comparing it with current
E-commerce. Third, significant factors that affect M-satisfaction are
examined by employing structural equation model. The data for the study
have been collected through a self-administrated questionnaire where 204
respondents from Turkey (mainly from Istanbul city) have participated.
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According to the research findings, mobility, ease of use, security and
privacy are positively correlated to customer satisfaction while both
content reliability and service quality have no relationship with customer
satisfaction. M-retailors and M-commerce service designers can utilize
findings of this study to know about how to improve customer satisfaction
level of their customers and as a result gain competitive advantage based
on a better understanding of their customers’ needs and expectations.

Keywords: M-Commerce, E-Commerce, Structural Equation Model

INTRODUCTION

The definition of Mobile Commerce (M-commerce) means using the mobile
phone to accomplish any transaction to obtain goods or services. Nowadays
the smartphones occupy a prominent place in people’s lives. Smartphone
is a mobile phone based on a mobile operating system with advanced
computing capabilities and connectivity. In reality, the interaction between
technologies such as the internet, mobile computing devices, and wireless
networks (e.g. mobile network) simplifies the existence of M-commerce to
offer many services to mobile consumers (Siau & Shen, 2003). M-commerce
is strongly linked to Electronic Commerce (E-commerce) (Tiwari, Buse,
& Herstatt, 2006). Whereas E-commerce provides “anytime” access to
online services, M-commerce potentially allows users to perform online
transactions “anytime and anywhere” (Zhang & Yuan, 2003). This concept
of “anytime and anywhere” transacting and accessing important business
information can be considered as one of the most significant advantages of
M-commerce that draws the attention of businesses and their employees
(Alfahl, Sanzogni, Houghton, & Sandhu, 2012).

Since the evolution of any nation depends on the M-commerce, it is clear
that there is competitive market in all over the world. The number of
M-stores has been increasing and competition grows rapidly. To maintain
competitive advantage in the marketplace, the companies are looking new
methods of service deliveries.

Moreover, Internet Live Stats’ reports reveal that internet penetration rate
in Turkey is (56 Million users) 58% (3.8% in 2000, 68.5% in 2016) from
2000 till 2016 (stats, 2018). The data lays bare that internet usage has been
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rapidly growing in Turkey, and leads to development into national and
international market for selling and exchanging goods. According to the
statistics mentioned hereinabove, it is proven the success of M-commerce
in Turkey and revealed excellent development since the beginning.
Although there are many challenges in M-commerce in Turkey, the number
of M-retailers and rate of adoption are increasing.

The reason why this impressive increase in the number of M-commerce
and online shopping is hiding behind the existing broad range of goods
and services. On the other hand, identifying factors influencing customer
satisfaction in M-commerce platform and conducting appropriate
strategies to employ them are considered as important factors in improving
services provided by B2C organizations. The vast expansion of online
shopping in Turkey highlights the noteworthiness of working on customer
satisfaction topic, which is considered as a key factor in M-stores. The
explosive growth of M- shopping in Turkey underlines the remarkable
role of customer satisfaction as a vital factor in M-shops (Gronroos &
Gummerus, 2014) stated that customer satisfaction plays a crucial role and
is a useful tool for interpreting customers’ responses and ideas in the long-
term with respect to the evaluation cycle of usage, shopping, service or
product consumption.

The main purpose of this research is to examine and identify the effects
of factors on customer satisfaction as well as their relationships and the
degree of influence on the Turkish M-commerce platforms. To show the
effects of factors and to prove the hypothesis related with the customer
satisfaction, as a sector, M-commerce has been chosen and one reason to
choose this sector is due to the fact that it takes a big share from the market.
In addition to this, M-commerce can be considered as one of the most
famous platforms in Turkey. To analyse and to understand the situation in
this sector, a questionnaire was conducted to collect the data. The findings
of this study will make contributions to insights of predominant factors
that affect online customer satisfaction in M-commerce of E-retailors in
Turkey. The findings to improve customer satisfaction can facilitate better
understanding of customers’ needs, wants and expectation for those who
gain competitive advantage.
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REVIEW OF LITERATURE THEORETICAL BACKGROUND OF
THE STUDY

There are several researches, which have been conducted in customer
satisfaction in M-commerce, and various literature sources are available
to study (e.g. Choi, Seol, Lee, Cho, & Park, 2008 & Lin, 2003). In order
to understand similar areas of research in depth, it is important to review
similar previous studies and develop a theoretical background for this
research. Therefore, this chapter presents some definitions of M-commerce,
along with its features and challenges, as well as the definition of customer
satisfaction. In addition, it shows how consumer behavior is affected by
M-commerce. Finally, the chapter comes to the end with identifying of
several basic factors affecting customer satisfaction.

E-commerce is the concept used to define any economic activity, such as
the sale of products and services over the Internet (Barnes, 2002; HU,
2006; Chan & Chong, 2013). Thus, M-commerce can be defined as an
extension of E-commerce. As sharing basic business principles, the two
concept are similar (Zhao, Lu, Zhang, & Chau, 2012). More precisely,
M-commerce is a new type of E-commerce where all the transactions are
linked via handheld devices and are interacting in a wireless mode (Lee,
2005). “M-commerce is not a ‘better’ E-commerce” (HU, 2006); however,
M-commerce itself outperforms E-commerce in terms of interaction
styles, usage patterns and the value chain (Lee, 2005). In addition to these,
M-commerce provides users with anytime, anywhere access. From this point
of view, there is restriction on time or geographic limitations as searching
products from mobile devices. With the usage of M-commerce, data is
transferred wirelessly between mobile phones and computers, enabling
users to use services flexibly and without wired connection requirement
(Hyeon joo, Jeewon, Sungjoo, Hyunmyung, & Yongtae, 2008). There are
two user-oriented core-dimensions that M-commerce has advantage over
E-commerce such as localability and mobility communication. IP devices
offers mobility in M-data networks. They also employ geographical
locating in systems or in user-network elements to pin-point cell (mobile).
By the help of this mobile devices, the user can offer his/her geo-locations
in localability communication or information payment. The dimensions
create a range of distinctions between M-commerce and conventional
E-commerce.
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Table 1: The Distinction between M-Commerce and E-Commerce

Dimension

E-Commerce

M-Commerce

Core Dimensions

Limited: User can transact from

Ubiquitous: User can transact

locatable via IP address

Mobility location with Internet access from anywhere with mobile
network area
. . . User-specific: User, device
. Client-specific: Client computer P . > COVICS,
Localability and geographic location can be

identified.

Behavioral, Strategic, and Leadership Dimensions

Key customer

Money: Because of “free
Internet” culture, E-commerce

Time: Evolving from mobile
telephony culture, m-commerce
users are time conscious. They

concern . .
users are money conscious are used to pay for mobile
services.
Fixed Locations: Customers can | Ubiquitous and Global:
Customer

Customers can be served
anywhere within the mobile
network coverage area.

be served at locations where they
have Internet-linked computer
access.

location and
market served

Source: (DifferencesKey, 2008)

Mobile devices have many challenges such as software designing for
mobile computing (Forman & Zahorjan, 1994), application development
(Hyeon joo, Jeewon, Sungjoo, Hyunmyung, & Yongtae, 2008). Due to
the fact that malicious spasms spring from PC to mobile phones and its
applications, security is a critical part of protecting sensitive user-context
and information. Mobile companies are aware of these facts and carry out
the studies for the solution about security. The unique qualities of mobile
business are several major difficulties for users such as physical security,
secure data storage, multiple-user logging M-browsing, app-isolation,
system updates (SU), m-device, coding issues, malware rise. Although
there are serious threats, connectivity, screen size, display resolutions, and
limited capability and power will be explained (Keengwe, 2014). Figure 1
illustrates the challenges here in below:
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Figure 1: Challenges and Issues of Mobile Devices

]
Mobile Device's
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.. . Display Limited Capability
Connectivity Screen Size Resolution and Power

Source: (Anh, 2015)

The wireless linking can contrast subjected on different issues, time, day,
weeks, years, locations, document’s file size, latency rate or bandwidth.
Above issues might be causes of delays to access information through
wireless connection at mobile devices. The delays will increase feelings of

loss and grievances to negative impression for end-users (Sears & Jacko,
2000).

Customer satisfaction is one of the significant indications of customer
behaviour. Well-satisfied mobile user is more likely to shop online and it is
more possible that they will carry on shopping in the upcoming future again.
The virtuous circle improves the effective factors in customer satisfaction
and ends up with more satisfy and loyal user of the future. There are lots
of studies conducted that explain how to scale user behaviour and how to
measure E-customer satisfaction. Some of them classifies the customers
based on their shopping behaviour’s which indicate attributes affecting the
customer satisfaction.

Customer satisfaction is an important role in marketing activities and is
accepted as the primary outcome. Customer satisfaction is a concept used to
describe a situation in which an exchange meets the needs and expectations
of its customers. It covers the supply of products or services that meet the
customer’s demands for the quality and service of the price paid. Customer
satisfaction, as a business concept, can also be used to measure how the
delivery of goods or services exceeds customer expectations (Meyer &
Schwager, 2007).
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According to the classification of the satisfaction concept, satisfaction can
be achieved by conceptual criteria and reference methods. The conceptual
criterion describes satisfaction with processes and types of consumer
responses, while the reference criteria represents aspects of the conditions
under which these responses and processes take place (Carlsson & Walden,
2002).

THEORETICAL MODEL AND HYPOTHESES

Mobility is one of the key advantages of mobile technologies and its
benefits influence consumer’s intention to use m-commerce (Liébana-
Cabanillas, 2016). The content reliability of an essay is accordingly
defined as being independent of the reader reliability. Formulas are
derived for reader reliability and content reliability (Gulliksen, 1936). SQ
is considered as a critical determinant of competitiveness. Attention to SQ
can help an organization to differentiate itself from the other organizations
and gain a lasting competitive advantage. High quality of service is
considered as an essential determinant of the long-term profitability which
is not only service organizations, but also manufacturing organizations.
In some manufacturing industries, SQ is considered as more important
order winner than “product quality”. Superior “SQ” is a key to improved
profitability, and not the cost of doing business. Exemplary service is the
next sale in the making (Niazi, Siddiqui, Alishah, & Hunjra, 2012). Ease
of use is a straightforward concept —it’s a measurement of how easy the
finished product is to use by its intended users. Design is often a battle
between trying to deliver functionality and trying to deliver ease of use.
Security and Privacy can be defined as a post-choice evaluative judgment
concerning a specific purpose decision and is mostly used as part of the
confirmation/disconfirmation paradigm (Bettray, Suessmair, & Dorn,
2017). Satisfaction has been analyzed in-depth in the marketing literature
(Edvardsson, Johnson, Gustafsson, & Strandvik, 2000).

The adapted research framework given in Figure 2, which is constructed
upon the previous literature and objectives of the study, is used to figure
out the influential factors effectively and it provides us with an operational
relationship among the different variables. The model includes five main
variables namely mobility, content reliability, service and quality, ease of
use, security and privacy in the engagement of virtual economic activity
among E-commerce customers. Therefore, based on the literature, five
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hypotheses are propounded in order to analyze the influence of each
variable on customer satisfaction in one of the M-Commerce platforms.

Figure 2: Conceptual Framework

Mobility

Content Reliability

Service Quality a

M-Commerce
Customer Satisfaction

H4

!

Ease of Use
HS5

Security and Privacy

RESEARCH METHODOLOGY

Tomeetresearchobjective, quantitativeresearch methods wereimplemented
for this study. Primary data was obtained via self-administered online
questionnaire. Online surveying has following advantages: elimination of
survey related cost, time efficiency, less social pressure on respondents
as they feel anonymous (Belanger, Hiller, & Smith, 2005). T his research
requires the collection of data from a wide range of Turkish customers who
are currently participating in online shopping. The Structural Equation
Model (SEM) is regarded as a proper method to reach the objectives of
this study as it uses different types of models to describe relationships
within observed variables and to perform quantitative tests for a research
model. One of the benefits of SEM was that it can be employed universally
for various research topics. Moreover, SEM is able to test and evaluate
various and complex models (Schumacker & Lomax, 2010). SEM includes
regression, path and confirmatory analysis. The variables in current
research can be divided as latent and observed. Latent variables are those
variables that cannot be measured directly. Since latent variables cannot be
observed directly, they are being signified by observed variables which are
being measured by means of surveys.
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The online survey supported by Google forms was distributed among online
shoppers in Turkey. The sample was selected according to the nonprobability
method. This technique is based on the researcher’s judgment and does not
include probability techniques (Smith & Albaum, 2004). Barnes (2002)
stated that multiple regression techniques require large sample size for
generalization purposes and suggested to use following formula proposed
by (Nilashi, Reza Mirabi, Ebrahimi, & Zare, 2015).

As the current research focuses on quantitative research techniques, Likert
type inquiries were conducted for the survey data. In the first part of the
survey, participants were asked specific type of the questions in order to
obtain information that will reflect demographics features and customer
profiles. The first part of the survey includes questions aimed to measure
demographic features of the participants as gender, age, education level,
internet usage, frequently used devices for online shopping, online
shopping experience, and online purchased product category and name
E-retailers. The second part of survey includes question aimed to measure
the research variables like: Mobility, Content Reliability, Service Quality,
Ease of Use and Security & Privacy. Likert point 5 scale was used for
measurement of research items as follows: strongly disagree, disagree,
neutral, Agree, Strongly Agree.

DATA ANALYSIS
Table 2 illustrates the demographic profiles of the responders of the survey
with the respond of 204 participants most of whom from Istanbul.
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Table 2: Respondents of Demographic Profile

Demographics Profile Frequencies | Percentage %
Male 155 76
Gender Female 49 24
20 - Under 4 2
20-29 113 55.4
Age 30-39 78 38.2
40-49 7 3.4
50 - Over 2 1
High School 8 3.9
Education Collage Graduate 57 27.9
University Graduate 139 68.1
No Qualifications 0 0
1-3 Year 112 54.9
E-Shopping Experience 4-6 Year 85 41.7
+ 7 Year 7 34
Smart phone 164 80.4
Device Mostly used Personal Computer 36 17.6
Tablet 4 2
Have you ever done online Yes 199 97.5
shopping No 5 2.5

* Note: The sample size (n) is 204.
**Note: Percentages may not add up to 100% due to missing data.

The 24% of the responders is female and the 76% of the responders is
male. There are various groups of respondents; holding different age level.
As easily seen from Table 2, the 55.4 % of the responders of the survey
is between the age of 20-29 and the 38.2% of them is between the age of
30-39. Since the level of education is an important issue, in demographic
part of the questionnaire we asked their education level and most of the
participants (68.1%) have bachelor’s degree. The second highest percentage
of education level consists of the people who have collage graduate with
27.9%. The rest of the responders with 3.9% have high school degree.

The question that measures the experience of online shopping has different
frequencies. The most of the responders has experience from 1 to 3 year
experience with 54.9.7%. The 41.7% of responders has experience from 4
to 6 years and the rest of them has experience greater than 7 years.
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Also from Table 2, it can be easily seen that the 80.4% of the responders
prefer to use their smart phones, 17.6% prefer to use personal computers
and 2% prefer to use their tablets while they are making online shopping.
In addition, upon the question whether they have an experience with
online shopping, the 97.5% responded as they had an experience before
and 2.5% responded as they have not any experience before. The most
interesting finding from the demographic part of the survey is that 97.5 %
participants make online shopping. The second section intended to search
users’ frequent activity context with mobile devices. Turkish purchasers’
behavior towards with handheld devices has been discussed here. As one
of the important factor that affects users when they are using the devices, at
first, the survey contestants were asked to select best three regular activities
performed in devices (Figure 3).

As an outcome, the largest figures communicating with friends and family
0f 90.7%, searching on the Internet 60.8%, placing orders 49%, shopping
online 58.8%, for now, the part of people who use these devices to pay
bills is 42.2%, comparing products online 39.2% and transfer money
42.2% respectively. Above top user-context, activities of user are also
most popular regular activities on mobile in many countries.

Confirmatory factor analysis (CFA) is a multi-variate statistical formula.
It is singular form of factor analysis. CFA is used to test whether, methods
of a construct are consistent with nature of hypothesis under question. For
this study, Confirmatory Factor Analysis (CFA) was conducted in SPSS
AMOS (version 22).
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The hypothesized CFA model is given in Figure 3. After the various re-
statement and re-estimations based on the changes indices, this model was
obtained main objective of CFA is to testing extent to which observed
variables depend on the underlying secret structures.
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Table 3: CFA - Unstandardized Regression Weights

Items Variables Estimate S.E. C.R. P
M4 MM 0.778 0.085 9.151 HkE
M2 MM 1.000
Ml MM 0.870 0.081 10.707 HA*
CR3 CR 0.804 0.141 5.714 ok
CR2 CR 1.000
CR4 CR 0.646 0.120 5.379 kol
SQ2 SQ 0.800 0.071 11.316 wk*E
SQ1 SQ 1.000
EU1 EU 0.605 0.093 6.522 HAH
SP2 SP 0.845 0.071 11.981 HkE
SP1 SP 0.782 0.068 11.424 Hk*
CS3 CS 1.000
CS1 CS 0.960 0.061 15.739 *ok
EUS5 EU 0.986 0.090 10.955 Hokk
CS5 CS 0.898 0.057 15.649 Hokk
CS6 CS 0.786 0.059 13.273 Hok
SP4 SP 00.843 0.071 11.898 HoAk
SP5 SP 0.799 0.066 12.065 Hokk
SQ3 SQ 0.814 0.068 11.958 Hokx
SP6 SP 1.000
EU6 EU 0.916 0.084 10.866 ok
EU7 EU 1.000
SQ4 SQ 0.966 0.072 13.427 Hokk
CS4 CS 0.797 0.066 12.067 ok

Standardized regression weights (coefficients) are given in Table 3. These
coefficients are the estimated values of items and variables, which were
standardized before.

The squared-multiple correlations which given in Table 4 shows percent of
the alteration in given indicator all variables explained by its latent variable
factor. In addition, it can use to assess the reliability of the indicator. The
higher this indicator is, the more reliable the given indicator is. Table 4
shows that squared multiple correlations of all indicators are above 0.50.

Florya Chronicles of Political Economy - Year 5 Number 1 - April 2019 (15-36) 27



Determinants of Consumer Satisfaction of Mobile Commerce in Turkey

Table 4: Model of Fit Metrics for CFA Model

Measure Estimate Interpretation
CMIN/DF 1.299 Excellent
CFI1 0.971 Excellent
SRMR 0.05 Excellent
RMSEA 0.039 Excellent
PClose 0.946 Excellent

* CFI>0.95, SRMR<0.08, RMSEA<0.06.

HYPOTHESES TESTING STRUCTURAL EQUATION
MODELING (SEM)

SEM concentrates on data analyzing and evaluating relationships between
hypothesized latent in variables. Moreover, structural Equation Modeling
provides huge extent of options connected to relationship among used
variables comparing to CFA and imply two components: measurements
model (basically CFA itself) and structural model.

While the measurement model (i.e., CFA) examines where relationship
between latent variables and their measures, the structural model is the
relationship between the latent variables of the proposed model. Structural
model of the study is given in Figure 1.4. In this research, standardized
regression weights (i.e., beta coefficients) were utilized to discuss the
results. These standardized coefficients are given on the arrows in the below
given figure. The standardized coefficients refer to how many standard
deviations a dependent variable will change, per standard deviation
increase in the predictor variable (Schreiber, Nora, Stage, A. Barlow, &
King, 2006). In order to examine hypotheses, global and local tests will be
conducted. For hypothesis to be supported, it is critical for local test to be
passed. At the same time, it is essential to note that initially global test to
be met for local test to make sense. Another global test to be conducted is
R-squared. Respectively, in case of significant p-value and model fit, but
low R-square hypotheses cannot be supported as relationships tested do
not reflect adequate variance in endogenous variable (Gaskin & Lowry,
2014).
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Figure 4: Structural Model
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Model of fit metrics for structural model is given in Table 5. By considering
the metrics of CMIN/DF, CFI and RMSEA, it cloud be concluded that
proposed structural model as a well-fitting model.

Table 5: Model of Fit Metrics for Structural Model

Measure Estimate Interpretation
CMIN/DF 1.299 Excellent
CFI 0.971 Excellent
SRMR 0.05 Excellent
RMSEA 0.039 Excellent
PClose 0.946 Excellent
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Table 6 which is given below shows the regression weights of the structural
model. Mobility has a positive impact on M-commerce Customer
Satisfaction (H,: =0.224, S.E. =0.071 and p<0.05). However, Content
Reliability has a no positive impact on M-commerce Customer Satisfaction
(H,: B=0.009, S.E. =0.051 and p>0.05). At the same time, Service Quality
has no positive impact on M-commerce Customer Satisfaction (H,: p=-
0.055 S.E. =0.042 and p>0.05). And also, Ease of Use has a positive
impact on M-commerce Customer Satisfaction (H,: B=0.373 S.E.
=0.113 and p<0.001). Finally, Security & Privacy has a positive impact
on M-commerce Customer Satisfaction (Hg: 8= 0.527, S.E. = 0.072 and
p<0.001).

Table 6: Structural Model Regression Weights

Dependent Independent Estimate | S.E C.R P
Variable Variables
CS <--- MM 0.244 | 0.071 | 2.712 | .005
CS <e-- CR 0.009 | 0.051 | 0.183 | 0.855
CS <--- SQ -0.055 | 0.042 | -1.321 | 0.187
CS <em- EU 0.373 | 0.113 | 3.298 | ***
CS <eme SP 0.527 | 0.072 | 7.357 | ***

Note: *** refers to P <0.001

Table 7: Illustrates The Findings From The Hypothesis Tests

Hypotheses Result
H,: Mobility has a positive impact on M-commerce Customer Supported
Satisfaction.

H,: Content Reliability has a positive impact on M-commerce Not
Customer Satisfaction. Supported
H,: Service Quality has a positive impact on M-commerce Customer | Not
Satisfaction. Supported
H,: Ease of Use has a positive impact on M-commerce Customer Supported
Satisfaction.

H.: Security and Privacy has a positive impact on M-commerce Supported

Customer Satisfaction.

30



Muhammad Ali BALOCH, Farid HUSEYNOV

LIMITATION OF THE STUDY/ FUTURE WORK

Primarily, this study work seek to depict the effects on M-commerce features
on customer satisfaction. Even though obtained results seem encouraging
as any study, it has its limitations. First of all, the data that was used for
analysis has been obtained based on accessibility and subjective opinion
of the researcher. Secondly, despite the fact that respondents prior filling in
surveys were given detailed information about its purpose and objective,
survey carried self-reported nature. Thirdly, only five M-commerce
features (based on collected literature within the scope of the study) have
been analyzed in current study. There might other critical M-commerce
features that impact Turkish customers’ satisfaction in a considerable
way. Fourthly, as M-commerce has dynamic nature, obtained results
might be after certain period and the model require specific updates and
modifications in the future. Finally, the limited time was another constraint
that researcher faced during research period. Taking into consideration
above-mentioned limitations researchers may conduct new studies with
improved models and hypotheses that will let to have better understanding
to Customer Satisfaction in m-commerce in Turkey.

It will be interesting to direct future researches to have mixed outcomes
that will include both customer and M-retailer perspectives. In this way, we
will be able to see the picture as a whole and fill in existing gaps in a more
efficient manner. Despite the fact that structural equation modeling requires
minimum of 204 responses as a sample size, covering large samples will
help to represent bigger portion of the population and generalize outcomes.

CONCLUSIONS

Current and earlier researches determined apparel sector as one of the
most demanded in M-commerce of Turkey, however, it will be interesting
to focus on another segments as well. In this way, the results within
M-commerce concepts can be generalized and represent segments that are
absent in the literature now.

From the customer satisfaction of M-commerce, factors affecting
on M-commerce in customer satisfaction results from data-analysis.
“Mobility, Ease of Use, Security and Privacy” were proven as the most
main factors in “Customer Satisfaction” and other factors in accordance
with the results of data in categorizing customers are “Content Reliability
and Service Quality” were not found to be significant predictor.
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Most of the respondents are categorized in the same group; also they
perceived their overall satisfaction according to degree of satisfaction
with operation process. Based on this result, we also find out that they are
essential, bottom line factors to satisfy customers.

The main purpose of this study is to examine the relationship between
dependent and independent variables of the model. In our model Mobility,
Content Reliability, Service Quality, Ease of Use, and Security and Privacy
are the independent variables and Customer Satisfaction is the dependent
variable. To examine the relationship between these variables, we construct
5 main hypothesis and to test their relationship we collect data by the
help of the questionnaire (survey). The survey has been conducted with
204 responders most of whom from Istanbul. According to demographic
factors of customers 24% were female and 76% were male.

The responders who are in the age of 20 to 29; have under graduate degree
and have mostly 1-3 year experience in M-commerce. They mostly use
smart devices to use online chats and to pay their bills.

When searching on internet and doing shopping, they use internet most of
the time and shop mostly with smart devices.

Later datas were analyzed via CFA and SEM analysis processed through
SPSS (version 19) and SPSS AMOS (version 22) statistical software.
Within the scope of CFA standardized regression weights were calculated.
It intends to measure the extent to which observed variables represent
latent variables. Overall, outcomes represent a considerable contribution.
According to the summary of hypotheses testing, three of the proposed
hypotheses were statistically and significantly supported and two
hypotheses were unsupported.

Most of the companies are focusing on customer satisfaction for awareness.
Current online shoppers should not be treated according to old standards.
Nowadays, customers have a power of information, especially when it
comes to E-commerce business. It is vital to understand needs and wants of
the online shoppers as well as meeting of their expectations for generating
security and privacy and customer satisfaction respectively. M-commerce
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is a tool that meets requirements mentioned above in certain extent. By
defining, among the most common features of M-commerce, five of them
in the study have been focused on: mobility, content reliability, and service
quality and ease of use and finally, security and privacy.

All of the mentioned features demonstrated either direct or indirect
impact on M-commerce customer satisfaction. It is important findings for
M-retailers that they believe they meet customers’ expectations, needs
and wants without paying attention to the features mentioned above in
their M-commerce strategies. The M-retailers that allocated big portion
of the budget and effort for marketing activities to create an image of
caring company about M-commerce customer satisfaction should make
sure that their background in terms of M-commerce framework is indeed
performing in order to create satisfaction of customers.

At the same time, the results of this study should alert M-retailers that
they do not have strong M-commerce framework and content reliability
and rethink existing strategies and reconsider available information of
M-commerce approach for further improvements. Another important
finding is the fact that M-commerce features like mobility, ease of use and
security and privacy have positive impact on perceived usefulness and on
the other hand, content reliability and service quality for non-supported
factors impact on M-commerce customer satisfaction though they were
not supported. This demonstrates importance of customer satisfaction in
M-commerce features that may enhance customer M-shopping experience
one way or another. Thus, the M-retailers that are concerned with perceived
usefulness of their smart device should consider M-commerce features as
one of the critical measures.
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K-Ortalamalar Kiimeleme Yontemi ile G-7
Ulkelerinin Ekonomik Ozgiirliikler Acisindan
Karsulastirilmasi

Ecem COSAR!
Cigdem OZARI?

Oz

Bu ¢alismada G-7 iilkeleri, ekonomik 6zgiirliikk endeksi i¢inde yer alan 12
faktor kullanilarak, Kiimeleme analizi yontemlerinden hiyerarsik olmayan
K-Ortalamalar teknigi ile irdelenmistir. Hiyerarsik olmayan Kiimeleme
yontemlerinde ayristirilmak istenen kiime sayisi, aragtirmaci tarafindan
onceden belirlenir. Yontemin ilk adiminda da bu say1 kadar rastlantisal
olarak secilen baslangic merkez veriler yardimiyla analiz uygulanir. Bu
caligmada, veri seti iginden olas1 tiim baslangi¢c merkez verilerle ve ayrica
bir yontemle veri seti disindan elde edilen yeni verilerle K-Ortalamalar
teknigi uygulanarak G-7 {lkeleri iki kiimeye ayristirilmistir. Calismada
elde edilen temel bulgulardan biri; 2018 yi1linda, Amerika ve Japonya’nin
tim kiime gruplarinda birlikte yer aldigidir. Ayrica 2019 yili i¢in elde
edilen alt1 farkli kiime grubunun besinde ayni kiimede yer almasi oldukga
dikkat ¢ekicidir. Birgok farkli kiime baslangici ile baslanan iterasyonlar ile
cogunlukla ayn1 durumun ortaya ¢ikmasi, iki tilkenin kullanilan géstegelere
gore benzerlikler gosterdigini ortaya ¢ikarmaktadir.

Anahtar Kelimeler: Ekonomik 6zgiirliik, G-7 iilkeleri, K-Ortalamalar
Kiimeleme yontemi
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K-Ortalamalar Kiimeleme Yontemi ile G-7 Ulkelerinin Ekonomik Ozgiirliikler A¢isindan
Karsilagtirilmasi

Comparing G-7 Countries in Terms Of Economic Freedom With
K-Mean Clustering

Abstract

In this study, G-7 countries were analyzed by using non-hierarchical
k-means technique which is one of the clustering analysis methods by using
12 factors in the economic freedom index. In non-hierarchical clustering
methods, the number of clusters to be separated is predetermined by the
researcher. In the first step of the method, the analysis is carried out with
the help of the initial central data chosen as random as this number. In
this study, G-7 countries were divided into two clusters by applying the
k-averages technique with all possible initial central data from the data set
and also new data obtained from outside the data set by a method.

Keywords: Economic freedom, G-7 countries, k-means clustering
technique

GIRIS

Bu calismada, G-7 iilkelerinin (Amerika, Kanada, Almanya, Italya, Fransa,
Japonya ve Ingiltere) 2017-2019 dénem aralig1 icin ekonomik 6zgiirliik
endeksi agisindan gruplandirilmasi (kiimelere ayristirilmasi) amaglanmastir.
Calismada, ¢ok degiskenli istatistiksel analiz yontemlerinden Kiimeleme
analizi kullanilmistir. Kiimeleme analizinde ise hiyerarsik olmayan
Kiimeleme yontemlerinden K-Ortalamalar yontemi tercih edilmistir.
Ulkeler ekonomik 6zgiirliik endeksi igerisinde yer alan 12 faktdr dikkate
aliarak iki kiimeye ayristirilmistir. Donem araligi ise 12 degerlendirme
faktoriiniin degerlerine ulasilabildigi 2017-2019 donem araligidir. Tim
faktorlerin degerlerine ise Heritage Vakfi sitesinden ulagiimistir.

Ekonomik faaliyetlerde bulunan insanlarin iktisadi kararlar1 ozgiirce
alabildigi ve kendi kaynaklarin1 kendi istekleri dogrultusunda
kullanabilmeleri, ekonomik 6zgiirliik kavrami ile ifade edilmektedir (Sahin,
2017: 1300). Heritage Vakfi ise bireylerin sahip oldugu kaynaklarin elde
edilmesi ve kullanilmasinda 6zgiirce davranmalarini ekonomik 6zgiirliik
olarak adlandirmaktadir (Miller vd., 2019: 8). Literatiirde ekonomik
ozgiirlikleri 6lgcen iki endeks mevcuttur. Bunlardan ilki, Heritage
Vakfi’nin yayinladigi Ekonomik Ozgiirliikler Endeksi, ikincisi ise Franser
Enstitiisii tarafindan yaymlanan Diinya Ekonomik Ozgiirliik Endeksi’dir
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(Pearson vd., 2012: 2). Heritage Vakfi’nin yayinladig1 endekste yer alan
faktorler; miilkiyet haklari, devlet biitiinliigli, yargmin etkinligi, vergi
yiikii, kamu harcamasi, mali 6zgiirliik, is 0zgiirligl, isgiicii 6zgiirligi,
parasal ozgiirliik, ticaret 6zgiirliigii, yatirim 6zgiirligii, finansal 6zgiirlikk
olmak iizere 12 faktdrden olusmaktadir. Bu faktorler 4 ana kategoride
toplanabilir. Bunlar (Miller vd., 2019: 9):

Tablo 1: Kategorilere Gore Degerlendirme Faktorleri

Notasyon | Tanim Notasyon | Tanim
s Is
K, Miilkiyet Haklari K, Ozgirligi
Hukukun — Etkin Isgiicii
Ustiinliigii K, | YargmmBkinligi | b oteme | 5 | Ozgirtugi
K, [Deein K, [Pl
3 Biitiinligi o Ozgiirliik
s Ticaret
K, Vergi Yikii K, Orgiirligi
Devletin Acik Piyasa Yatirim
Biyiikligi K Kamu Harcamast Yapisi K, Ozgiirliigii
S Finansal
K, Mali Ozgiirlik K, Orgirliik

Kaynak: Mcmahon, 2018, https://www.heritage.org/index/book/
methodology, (Erisim Tarihi: 21.07.2019).

Miilkiyet hakki, piyasa ekonomisinde 6zel miilk ve servet biriktirme giicii
calisanlar ve yatirimcilar i¢in olduk¢a 6nemli olmasinin yaninda, {iretim
ve yatirim i¢in sermaye birikiminde birincil etkendir. Miilkiyet haklarmin
korunmasinda ise sozlesmelerin uygulanmasi gerekir (Miller vd., 2019:
9). Ekonomik 6zgiirliilk endeksinde yer alan 12 faktorden her biri 0-100
arasinda puanlanir. Bu puanlamanin goriildigii ve miilkiyet hakkinin
G-7 iilkeleri i¢in incelendigi Sekil 1’den miilkiyet haklari oraninin en
yiiksek oldugu iilkenin Ingiltere oldugu gériiliir. Ingiltere’de 6zel miilkiyet
haklarinin ve sézlesmelerin oldukca giivenli olmasi, bu orani yiikselten
unsurlardan biridir. Aymi oran Italya’da diger iilkelere gére daha diisiiktiir.
Ulkede miilkiyet haklari ve sdzlesmelerin giivenliginde bir problem
goriilmezken, mahkeme prosediirlerinin yavas olmasi bu orani negatif
yonde etkilemektedir (Miller vd., 2019: 2 39).
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Sekil 1: Miilkiyet Hakki: G-7 Ulkeleri
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Yarginin etkinligi, hukukun Gstlinliigiiniin temel bileseni olmasiyla birlikte
hiikiimetler veya baska yapilar tarafindan vatandaslarin haklarinin ihlal
edilmesine kars1 iyi bir sekilde isleyen yasal ¢cer¢eveyi olusturur (Miller vd.,
2019: 9). Yarg: etkinligi 6zellikle gelismekte olan iilkeler i¢in ekonomik
biliylimenin temellendirilmesinde olduk¢a 6nemlidir. (Akincivd.,2019: 81),
ekonomik 6zgiirliigiin ekonomik biiytime lizerindeki etkilerini inceledikleri
calismada, bu teoriye uygun bir sonuca ulagmis, ekonomik 6zgiirliikklerin
iktisadi biiyiime siirecini hizlandirdigini belirtmislerdir. Yarginin etkinligi
bakimindan en gelismis iilke Sekil 2°de belirtildigi gibi Ingiltere’dir. 2017
yilinda bu oran 93 iken, 2019 yilinda ise 85,9 seviyesinde ger¢eklesmistir.
Bu oranin en diisiik oldugu iilke italya’dir. 2018 y1linda bu oran 60,9 iken,
2019 y1linda 49,8 ile 6nemli bir diisiis gdstermistir. Italya’da yarg1 etkinligi
endeksinde yasanan bu diisiisiin, iilkede yarginin agir bir sekilde islemesi
olarak goriilmektedir (Miller vd., 2019: 239).
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Sekil 2: Yargmin Etkinligi: G-7 Ulkeleri
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Bir diger kavram olan devletin biitlinliigii, devlet kurumlarinda meydana
gelen kayirma, riigvet gibi sistematik yolsuzluklar vb. alt gostergeleriyle
Ol¢iiliir (Miller vd., 2019: 10). Sekil 3’te G-7 tilkelerinin devlet biitiinligii
orani sunulmustur. Sekilde diger tilkeler ile karsilastirildiginda en diisiik
oranin Italya’ya ait oldugu gériilebilir. 2018 yilinda 40,1 olan bu oran
2019 yilinda 43,7 seviyesinde gergeklesmistir. Ekonomik Ozgiirliik 2019
raporuna gore elde edilen bu sonucun nedeni, Euro bdlgesinin iiglincii en
iyi ekonomisi olan Italya’nin siyasi miidahaleler, yolsuzluk ve iilkenin
kamu maliyesinin zay1f yonetimine maruz kalmasi olarak agiklanmaktadir
(Miller vd., 2019: 239).

Sekil 3: Devletin Biitiinliigii: G-7 Ulkeleri
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Biitlin hiikiimetler vergi ve bor¢lanma yoluyla ekonomik faaliyetlere bir
mali yiik yiliklemektedir. Yiiksek vergi oranlari, bireylerin ve firmalarin
piyasada hedeflerine ulagsma yeteneklerini azalttigi gibi 6zel sektdriin
faaliyetlerini de kismaktadir (Miller vd., 2019:11). Bu da vergi yiikii
kavrami ile acgiklanir. Sekil 4’de {ilkelerin vergi yiikii incelendiginde,
ozellikle Amerika’da 2017°de gergeklestirilen vergi reformu ile birlikte
Amerikan sirketlerine yonelik vergi orani indiriminin sirketlere kolaylik
saglamasi bakimindan ekonomik o6zgiirliikler endeksinde Amerika’nin
siralamasinin iyilesmesinde oldukca 6nemli bir rol oynamaistir.

Sekil 4: Vergi Yiikii: G-7 Ulkeleri
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Devletin biiytikliigiiniin agiklandig1 bir diger gosterge kamu harcamalaridir.
Kamu harcamalarimin timii ekonomik 06zgiirliie zarar vermeyebilir.
Ornegin alt yap1 calismalari icin yapilan harcamalar bir yatirim olarak
kabul edilebilir. Fakat daha sonra tiim kamu harcamalariin vergilendirme
ile finanse edilmesi durumunda firsat maliyeti ortaya ¢ikar. Bu maliyet,
kaynaklarin 6zel sektorde kalmasi durumunda gergeklesecek olan tilketim ve
yatirimin degerine esittir (Miller vd., 2019: 10). Ulkelerin kamu harcamasi
bakimindan degerlendirildigi sekil 5°de dikkat ¢ceken iilke Fransa’dir. 2017
yilinda 2 olan kamu harcamasi orani, 2019°da 3,9 oraninda gergekleserek
diger tlkeler ile kiyaslandiginda Fransa’nin kamu harcamalarinin oldukca
fazla oldugu anlamina gelmektedir. OECD verilerine gore Fransa’nin 2017
yilinda kamu harcamasinin gayri safi yurti¢i hasiladaki oran1 %56,4 tiir.?

3OECD. (2017), OECD Data, https://data.oecd.org/france.htm#profile-government, (Erigim Tarihi:
31.07.2019).
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Sekil 5: Kamu Harcamasi: G-7 Ulkeleri
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Devletin mali 6zgiirliigli, ekonomik ozgiirlik kavramlar icinde ayrica
onem tasir. Ciinkii genisleyen biit¢e acig1 ve artan borg yiikii bir iilkenin
genel mali Ozgiirliigliniin bozulmasina neden olur. Giiglii mali yapidan
sapmalar meydana geldiginde makroekonomik istikrar bozulur, ekonomik
belirsizlik tetiklenir ve bodylece ekonomik ozgiirliikkler sinirlanir. Sekil
6’da iilkelerin mali 6zgiirliikk oranlar1 sunulmustur. Burada dikkat ¢ceken
iilke Japonya’dir; ¢iinkii 2017 yilinda mali 6zgiirliik oran1 9,7 seviyesinde
gerceklemis olup bu oranin diger iilkelere kiyasla oldukga diisiik oldugu
goriiliir. 2018 yilinda bu oran 6nemli bir yiikselis gostererek 49,3 ve
2019 yilinda ise 55,7 oraninda seviyesinde gerceklesmistir. 2017 yilinda
OECD verilerine gore Japonya’nin kamu borcunun gayri safi yurtici
hasiladaki oran1 %234,3 seviyesinde gerceklesmistir. Ayn1 oran Almanya
icin incelendiginde 2017 yilinda mali 6zgiirliik oran1 89,9 seviyesinde
gerceklesmistir. Ayni yil i¢in Almanya’da kamu borcunun gayri safi yurtici
hasiladaki oran1 71,5 olup, Japonya ile kiyaslandiginda diisiik seviyede
olustugu goriilebilir.
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Sekil 6: Mali Ozgiirliik: G-7 Ulkeleri
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Bir ekonomide bireylerin igletme kurma ve isletme 6zgiirliiklerini olusturan
1§ Ozgiirliigii kavrami ekonomik 6zgiirliik endeksi i¢cinde yer alir. Sekil
7°de iilkelerin is 6zgiirliigii verileri incelenmistir. Is 6zgiirliigii oranmin en
yiiksek oldugu iilke Ingiltere olmakla birlikte, bu oran 2019 yilinda 92,9
seviyesindedir. 2019 yili ekonomik &zgiirliikler raporuna gére Ingiltere,
diinyanin en verimli is ve yatirim ortamlarina sahiptir. Bu sebeple, 6zgiir
is ve yatirim ortaminda bireylerin girisimcilik faaliyetlerinin oldukca fazla
olmasina bagl olarak is 6zglirliigli de oldukga yiiksektir (Miller vd., 2019:
428).

Sekil 7: Is Ozgiirliigii: G-7 Ulkeleri
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Bir ekonomide isgilicii Ozgiirliigiiniin olmasi, bireylerin is bulma
firsatlarina sahip olmasi anlamia gelir. Ayni sekilde isletmelerin emek
istihdam ederken serbestce sozlesme yapabilmeleri, verimliligi arttirmada
ve ekonomik bliyiimeye katki saglamada 6nem tasir (Miller vd., 2019:
12). lsgiicii 6zgiirliigiiniin sunuldugu sekil 8’de, isgiicii 6zgiirliigiiniin
en yiiksek oldugu tilke 2019 yilinda 89,4 ile Amerika oldugu goriiliirken,
2019 yilinda en diisiik oran ise isgiicli piyasasinda kati diizenlemelere
maruz kalan Fransa’ya aittir. Amerika’da isgiicli 6zgiirliigiliniin yiiksek
olmasinin nedeni, zorunlu sendikalasma konusundaki degisimler olmasi
ve bu degisimin ¢alisma haklarini genisleterek, isgilicii 6zgiirliigline pozitif
katki saglamasidir (Miller vd., 2019: 195).

Sekil 8: Isgiicii Ozgiirliigii: G-7 Ulkeleri
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Isgiicii zgiirliigiiniin yaninda parasal dzgiirliik de ekonomik 6zgiirliik
kavraminda 6nemli bir faktordiir. Parasal ozgilirliik, istikrarli bir para
birimini ve istikrarli fiyat1 gerektirir. Ister tiiketici ister girisimci olsun,
ekonomik olarak 6zgiir olan bireyler giivenilir para birimine ihtiyac duyar.
Parasal 6zgilirliilk olmadan uzun vadeli bir deger yaratmak veya sermaye
biriktirmek zordur (Miller vd., 2019: 12). Sekil 9°da iilkelerin parasal
Ozgiirlik oranlar verilmistir. 2019 yilinda 85,9 ile Japonya birinci sirada
yer alirken, onu 84 ile Italya ve 81,2 ile Ingiltere takip etmektedir.
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Ayni sekilde bireyler ticaret yapabilme ozgiirliigiine sahip olmadiklar
takdirde bireylerin ekonomiye katkilar1 sinirlanir. Birgok hiikiimet,
vatandaslarinin uluslararasi pazarda alict veya satici olarak serbestge
etkilesim kurma hakkina kisitlamalar getirir. Bunlar tarifeler, ihracat
vergileri, ticari kotalar ve dogrudan ticari yasaklar biciminde olabilmekle
birlikte, uygulanan bu kisitlamalar ekonomik etkinlige ve ekonomik
biliylimeye engel olmaktadir (Miller vd., 2019: 12). Sekil 10°da 2019 yilina
bakildiginda en yiiksek oranin 86,8 oraninda Kanada’da gerceklestigi
goriilmektedir. Kanada’nin ticaret yapist incelendiginde, ihracat ve
ithalatin toplam degeri gayri safi yurtigi hasilanin %64,1’ine esittir ve
ortalama uygulanan tarife orant %]1,6’dir. Ticaret 6zglirliigiintin yiiksek
oldugu tilkelerden biri de Almanya’dir. Almanya’nin ihracat ve ithalatin
toplam degeri gayri safi yurti¢i hasilanin %86,9’una esittir. Ortalama
uygulanan tarife orani ise %2’dir (Miller vd., 2019: 203).
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Sekil 10: Ticaret Ozgiirliigii: G-7 Ulkeleri
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Ozgiir bir yatirrm ortamu ise ekonomik faaliyetlerin genisletilmesinde,
verimliligin artiritlmasinda ve girisimcilik faaliyetlerinin yayginlasmasinda
olduk¢a 6nemlidir. Hem ulusal hem de uluslararasi sermaye hareketliliginin
kisitlanmasi, kaynaklarin etkin kullanimina engel olurken, ayrica verimliligi
de diisiiriir (Miller vd., 2019: 12-13). Ulkelerin yatirrm &zgiirliiklerinin
degerlendirildigi sekil 11°de, en yiiksek oran 90 ile ingiltere’ye aittir. s
ozgiirliigiinde de bahsedildigi gibi ingiltere, diinyanm en verimli is ve
yatirim ortamina sahip olmasi nedeniyle iilkede yatirim 6zgiirligli orani
yiiksektir. Yatirrm 6zgiirliigiiniin yiiksek oldugu bir diger iilke Italya’da
da genel olarak yabanci yatirimlara kisit konmamasi ve ekonominin ¢ogu
sektoriinilin yatirima agik olmasi sebebiyle tilkede 6zgiir bir yatirim ortami
mevcuttur. Aksine Japonya’da devlet bazi sektorlere yatirimi kisitlamakta,
baz1 yatirnmlar devletin kontrolii altindadir (Miller vd., 2019: 243). Bu
sebeple yatirim ozgiirliglintin diger tilkelerle kiyaslandiginda Japonya’da
daha diisiik oldugu goriilmektedir.
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Sekil 11: Yatirim Ozgiirliigii: G-7 Ulkeleri
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Tiim bunlarin yaninda finansal 6zgiirliiglin olmadig1 bir ortamda devletin
finansal piyasalarda seffaflik ve diirlistliik gilivencesinin Oniine gecen
bankacilik ve finansal diizenlemeleri verimliligi engelleyebilmekte,
girisimcilik faaliyetlerini finanse etme maliyetlerini arttirabilmekte ve
rekabeti sinirlayabilmektedir (Miller vd., 2019: 13). Ulkelerin Finansal
ozgiirliiklerinin verildigi sekil 12°de Italya’da finansal 6zgiirliigiin oraninin
50 oldugu goriiliir. Ulkede finansal ozgiirliigii etkileyen bankacilik
faaliyetlerinden kaynakli sorunlar yasanmakta ve geri Odenmeyen
kredilerin fazla olmasi, bu sorunlar1 derinlestiren faktorler olarak
goriilmektedir. Finansal 6zgiirliigiin yiiksek oldugu iilkelerden biri olan
Ingiltere, diinyada en gelismis finansal sektore sahiptir. Gayri safi yurtici
hasila i¢inde 6zellikle bankacilik ve sigorta hizmetleri 6nemli kalemleri
olusturur (Miller vd., 2019: 429).

Sekil 12: Finansal Ozgiirliik: G-7 Ulkeleri
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Ekonomik oOzgiirliikkleri 6lgen bir diger endeks ise Fraser Enstitiisii
tarafindan yayilanan Diinya Ekonomik Ozgiirliik Endeksidir ve 5 ana
basliga ayrilmaktadir. Bunlar; kamu kesimi biiytikliigl, yasal sistem ve
milkiyet haklari, gliclii paraya ulasim, uluslararasi ticaret 6zgirligl ve
diizenlemelerdir (Sahin, 2017: 157).

KUMELEME ANALIZi

Kiimeleme Analizi Literatiir Taramasi

Kiimeleme analizi, nesneleri sahip olduklari temel Ozelliklere gore
gruplandirmay1 amaglayan bir yontemdir (Setyaningsih, 2012: 289). Bu
yontem gruplara ayrilmamis verileri benzerliklerine gore siniflandirmay1
amaglamaktadir (Celik, 2013: 179). Kiimeleme analizinde hiyerarsik
olan, hiyerarsik olmayan olmak iizere iki yontem mevcuttur. Hiyerarsik
Kiimeleme yontemi, kiimeleri art arda birlestirme siirecidir ve ele alinan
bir grup, diger grup ile bir kez birlestikten sonra, daha sonraki siireglerde
kesinlikle ayrilamaz. Hiyerarsik Kiimeleme yonteminde kullanilan
teknikler, tek baglanti teknigi, ortalama baglanti teknigi ve ward’s
teknigidir. Hiyerarsik olmayan yontemler ise bu g¢aligmada kullanilan
K-Ortalamalar yontemi ve en ¢ok olabilirlik yontemidir (Cakmak vd.,
2005). K-Ortalamalar yontemi, n tane veriyi k adet kiimeye ayristirmak
i¢in, ilk basta n adet veriden rastlantisal sekilde k adet veri seger (k<n). Bu
verilerden her biri, bir kiimenin merkezini ya da orta noktasini temsil eder.
Tiim veriler, secilen k adet merkeze olan uzakliklar1 baz alinarak en yakin
olan kiimeye dagilir. Diger adimda her kiime i¢in ortalama hesaplanir ve
hesaplanan bu deger o kiimenin yeni merkezi olur. Bu yontem merkez
noktanim kiimeyi temsil etmesi ana fikrine dayanir (Ozar1 vd., 2019: 1122).

Kiimeleme analizi pazarlama, ulasim, bankacilik, goriintii isleme, medikal
tan1 gibi alanlarda literatiirde yaygin bir sekilde kullanilmaktadir.

Asan(2007)¢alismasinda, kredikartikullanan miisterilerin sosyo-ekonomik
ozelliklerini incelemek amaciyla Kiimeleme analizini kullanmistir. Bu
yontemle banka miisterilerini {i¢ farkli kiimede gruplandirmustir. Ilk
kiimede en yogun miisteri gruplar1 yer alirken, ikinci kiimede ilk kiimeye
gore daha az yogun miisteri grubu ve tgilincii grupta ise azinlikta miisteri
grubu yer almaktadir. Calismada esas olarak, bankalarin kredi karti
kullanimini tesvik edecek miisteri profilini belirlemesi amaglanmastir.
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Murat ve Sekerler (2009) ¢alismalarinda, Denizli kentinde 2004, 2005 ve
2006 yillarina ait trafik kazasi verilerini kiimeleyerek; en ¢cok kaza yapilan
noktalar1 belirleyip, bu noktalarin koordinat verisine K-Ortalamalar ve
bulanik Kiimeleme analizi uygulayarak kiime merkezlerine denk gelen en
cok kaza yapilan kara noktalarini tespit etmislerdir. Calisma sonucunda
K-Ortalamalar yontemi ile 7, Bulanik-C ortalamalar yontemi ile 11 adet
kara nokta tespit etmislerdir.

Ozbek ve Atik (2013) ¢alismalarinda, 13 inovasyon verisini kullanarak
Tiirkiye’yi Avrupa Birligi iilkeleri ile kiyaslayarak, Tiirkiye’nin inovasyon
anlaminda yerini belirlemeye hedeflemislerdir. Calismalarinda Ward
Kiimeleme analizi yontemini kullanmiglardir. Sonugta {ilkeler 4 kiimeye
ayrilmus, Tiirkiye, italya, Portekiz, Hirvatistan, Bulgaristan, Romanya, Cek
Cumhuriyeti, Letonya, Polonya, Slovenya ve Slovakya’nin ayni kiimede
yer alarak benzer inovasyon gostergesine sahip oldugu goriilmiistiir.

Kangalli vd., (2014) c¢alismalarinda, 2011 yili i¢cin OECD iilkelerini
ekonomik ozgiirlik endeksinde yer alan gostergelerin bir kismimi baz
alarak degerlendirmislerdir. Caligmalarinda K-Ortalamalar ve Ward
Kiimeleme analizi yontemlerini kullanmislardir. Yapilan analiz sonucunda
OECD iilkeleri ekonomik 6zgiirliik ve gelismislik seviyelerine gore ii¢
kiimeye ayirmislardir. Kiimelerden birinde yer alan {ilkelerin ekonomik
Ozgiirlik bakimindan 6nde gelen ve ekonomik refahi en yiiksek tilkeler
oldugu goriilmiistiir. Diger kiimede yer alan iilkelerin ise orta derecede
ekonomik refah ve ekonomik 6zgiirliige sahip oldugu tespit edilmistir.
Uciincii kiimede yer alan iilkelerin ise diger iki kiime ile karsilastirildiginda
daha diisiik ekonomik refaha ve ekonomik ozgirliige sahip olduklari
belirtilmistir.

Alptekin ve Yesilaydin (2015) ¢calismasinda, OECD iilkelerini belirledikleri
10 saglik gostergesini baz alarak Bulanik Kiimeleme analizi ile
siniflandirmiglardir. Tiirkiye’ nin ait oldugu kiimeyi ve bu kiimede yer alan
diger iilkeleri belirlemislerdir. Analiz sonucunda, en uygun kiime sayisinin
bes oldugu; birinci kiimede {i¢, ikinci ve {i¢iincii kiimede dokuz, dordiincii
kiimede alt1, besinci kiimede yedi iilkenin yer aldigi gozlemlenmistir.
Tiirkiye dordiincii kiimede Estonya, Macaristan, Meksika, Polonya ve Sili
ile birlikte yer almaktadir.
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Sahin (2017)¢alismasinda, 2015 y1lii¢cin23 Dogu Avrupailkesini ekonomik
ozgirliikk endeksinde yer alan 10 faktorii dikkate alarak degerlendirmistir.
Degerlendirmesinde benzer iilkeleri belirlemek i¢im Kiimeleme analizi
yontemlerinden Ward teknigini kullanmigtir. Elde edilen bulgular
sonucunda 4 farkli kiimenin olustugu ve Tiirkiye’nin Bosna-Hersek,
Cek Cumbhuriyeti, Hirvatistan, Karadag, Macaristan, Moldova, Polonya,
Sirbistan, Slovakya ve Kibris ile ayni kiimede yer aldig1 gézlemlenmistir.
Sahin ayni y1l diger bir ¢alismasinda, Tiirkiye ve Avrupa Birligi iilkelerini,
2005 ve 2015 yili i¢in, ekonomik 6zgiirliikk endeksinde yer alan faktorleri
dikkate alarak Kiimeleme analiz yontemlerinden Ward teknigini kullanarak
tilkeleri gruplandirmistir. 2005 yilinda ideal kiimesinin 6, 2015 yilinda ise
ideal kiime sayisinin 4 oldugunu gézlemlemistir. 2015 yilinda Tiirkiye, AB
tilkeleri arasinda Bulgaristan, Hirvatistan, Letonya, Romanya, Slovakya
ile ayn1 kiimede yer alarak, diger {ilkelere oranla bu {ilkelerle benzerlik
gosterdigi sonucuna ulagmistir.

Gazel ve Akel (2018) calismalarinda, Borsa Istanbul’da farkli sektor
endeksleri icinde yer alan hisse senetlerini, gegmis fiyat verilerine gore
Kiimeleme analizine tabi tutarak, ayni sektor icerisinde yer alip almadigini
incelemisglerdir. Calismadan elde edilen bulgularin ise bazi hisse
senetlerinin BIST100°deki sektor siniflandirmasina benzer bir sekilde
kiimelendigi yoniindedir.

Akdamar (2019) ¢alismasinda, OECD iilkelerini 4 adet isgiicli piyasasi
gostergesi kullanarak, Kiimeleme analizi ve ¢ok boyutlu dl¢cekleme analizi
ile ayr1 ayr1 ve birlikte degerlendirmistir. OECD iilkeleri, hiyerarsik
Kiimeleme analizi sonucunda 4 farkli kiimeye ayrilmistir. Cok boyutlu
Olcekleme analizi sonucunda ise diisiik stres degeri elde edilmis ve OECD
tilkelerinin konumlari, iyi ile miikemmel arasi bir uyumla iki boyutlu
uzayda gosterilmistir. Ayrica analizden elde edilen bulgular arasinda,
tilkelerin kiimelenmesindeki en Onemli gostergenin isgiicli piyasasi
giivensizligi oldugu ortaya ¢ikmustir.

Literatiirde kullanilan birgok farkli kiimeleme teknigi vardir. Bu teknikler
birbirinden kiimelemenin olusturulus sekline, kullanilan veri tipine ve
yapilacak ¢alismanin amacina gore de farklilik gosterirler (Dogan vd.,
2017). Bu calismada ise Kiimeleme analizi tekniklerinden hiyerarsik
olmayan K-Ortalamalar yontemi kullanilacaktir.
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K-Ortalamalar Yontemi

K-Ortalamalar Kiimeleme yonteminin adimlar1 agagidaki gibidir (Karypis
vd., 2000: 3).

Adim 1: Aynistirilmak istenen kiime sayisini (k) belirle,

Adim 2: Rastlantisal olarak k adet baslangi¢ kiime merkezi belirle,

Adim 3: Her veri ile Adim 2°de belirlenen baslangi¢ kiime merkezlerinin
uzakliklarini hesapla ve her veriyi uzakligi en yakin olan kiimeye ata,

Adim 4: Tim veriler atandiginda, olugsan kiimelerde yer alan veriler
yardimiyla k adet merkezi yeniden hesapla,

Adim 5: Adim 3 ve Adim 4’1 kiimede yer alan veriler sabitleninceye kadar
tekrarla,

Calismada yer alan G-7 {ilkelerine ait 12 degerlendirme faktoriiniin 2019
yilt i¢in degerleri Tablo 3’de sunulmustur. 2017 ve 2018 degerleri ise
calismanin ek kisminda yer almaktadir.

Tablo 3: Veri Seti: 2019

Kl KZ K3 K4 KS K6 l(7 KS K9 KIO Kll K12
793 | 78,6 | 774 | 75,1 | 57,1 | 53,1 | 83,8 | 89,4 | 76,6 | 86,6 | &5 | 80
87,0 | 69,4 | 84,6 | 76,8 | 51,3 | 83,1 | 81,9 | 73,7 | 77,2 | 86,8 | 80 | 80
79,9 | 754 | 81,3 | 60,8 | 423 | 91,8 | 83,3 | 52,8 | 77,9 | 86,0 | 80 | 70
71,7 | 49,8 | 43,7 | 55,6 | 26,5 | 71,3 | 71,7 | 51,1 | 84,0 | 86,0 | 85 | 50
82,5 | 66,1 | 67,9 | 484 | 3,9 | 649 | 81,2 | 452 | 79,1 | 81,0 | 75 | 70
84,1 | 68,5 | 78,0 | 68,2 | 55,0 | 55,7 | 80,5 | 79,0 | 85,9 | 80,0 | 70 | 60

92,3 | 859 | 83,8 | 64,7 | 48,2 | 68,6 | 929 | 73,5 | 81,2 | 86,0 | 90 | 80

Y 6ntemin ikinci adimda belirlenmesi gereken baslangi¢ kiime merkezleri,
rastlantisal olarak veri seti iginden ve/veya veri seti disindan segilebilir. Bu
calismada ise yontem, veri seti i¢inden secilebilecek olasi tiim baslangic
merkez verilerle uygulanacak ve olusan kiime gruplari incelenecektir. Buna
ek olarak veri seti disindan baslangi¢ kiime merkezleri ile farkli ve/veya
yeni kiime gruplarmin olusup olusmadigini incelemek adina, asagidaki

algoritma yardimiyla veri seti disindan yeni veriler olusturulacaktir (Ozar1
vd., 2000: 1125).
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Adim 1: Tiim verilerin birbirine olan uzakliklar1 hesaplanir,
Adim 2: Veri sayis1 (n) dorde boliinerek elde edilen deger yukar1 yuvarlanir,

Adim 3: Adim 2’den elde edilen sayinin m oldugu durum igin:

Birbirine en uzak nesneler belirlenir. Bu iki nesneye uzaklik degerinin n’de
biri eklenerek veri setinde yer almayan ve yogunlugun olmadig: diizlemde
yeni nesneler bulunur. Ayni1 islem ikinci, tigiinci, ..., ve m. en uzak olan
nesnelere de uygulanir. Boylelikle 2m tane veri seti disindan yeni nesne
bulunur,

Adim 4: Adim 3’iin aynist birbirine en yakin olan nesneler i¢in yapilir,
fakat burada yeni nesnelere uzaklik degerinin n’de 1’1 ¢ikartilarak bulunur.

Bu yontemle elde edilen ayni zamanda veri seti i¢inde yer almayan
ve baglangic merkez veri olarak kullanilacak yeni veriler Tablo 4’de
sunulmustur.

Tablo 4: Veri Seti Disindan Elde Edilen Yeni Veriler: 2019

K | K | K, | K, | K, | K, | K, | K, | K | K, | K, | K,
90,58 | 89,88 | 88,68 | 86,38 | 68,38 | 64,38 | 95,08 | 100,68 | 87,88 | 97,88 | 96,28 | 91,28
82,98 | 61,08 | 54,98 | 66,88 | 37,78 | 82,58 | 82,98 | 62,38 | 95,28 | 97,28 | 96,28 | 61,28
90,49 | 89,79 | 88,59 | 86,29 | 68,29 | 64,29 | 94,99 | 100,59 | 87,79 | 97,79 | 96,19 | 91,19
93,69 | 77,29 | 79,09 | 59,59 | 15,09 | 76,09 | 92,39 | 56,39 | 90,29 | 92,19 | 86,19 | 81,19
82,70 | 65,10 | 80,30 | 72,50 | 47,00 | 78,80 | 77,60 | 69,40 | 72,90 | 82,50 | 75,70 | 75,70
88,00 | 81,60 | 79,50 | 60,40 | 43,90 | 64,30 | 88,60 | 69,20 | 76,90 | 81,70 | 85,70 | 75,70
82,37 | 64,77 79,97 | 72,17 | 46,67 | 78,47 | 77,27 | 69,07 | 72,57 | 82,17 | 75,37 | 75,37

75,27 | 70,77 | 76,67 | 56,17 | 37,67 | 87,17 | 78,67 | 48,17 | 73,27 | 81,37 | 75,37 | 65,37

Kiimeleme analizinde, kullanilacak Kiimeleme yontemi her ne olursa olsun,
kiime sayisinin belirlenmesi 6nemli bir sorunsaldir, ancak veri setinin az
oldugu durumlarda veri setinin yarisinin karekdk degeri kadar kiimeye
ayristirmak miimkiindiir (Tathdil, 1992).

Olasi tiim veri seti iginden baslangic merkezlerle 21 kere K-Ortalamalar
teknigi uygulandiginda, 4 farkli kiime grubunun elde edildigi
gozlemlenmistir. Diger teknikle veri seti disindan baslangic merkez
verisi olarak kullanilmak iizere elde edilen yeni 8 veri ile analiz 28 kere
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uygulandiginda ise 6 farkli kiime grubunun elde edildigi gdzlemlenmistir.
Tablo 5°de ise olusan tiim kiime gruplari ile birlikte goriilme sikliklar yer
almaktadir.

Tablo 5: K-Ortalamalar Y6ntem Bulgulari: 2019

Sikhk-
No Kiime X Kiime Y Sikdik- | Sikhk- icerden ve
Igerden | Disardan
Disardan
1 Amerika, .I(apada, Almanya, Italya, 3 14 27
Japonya, Ingiltere Fransa
Amerika, Kanada,
2 Almanya, Japonya, italya, Fransa 11 8 20
Ingiltere
Amerika, Fransa, Kanada, Almanya,
3 L ; 1 1 0
Ingiltere Italya, Japonya
Amerika, Italya, Kanada, Almanya,
4 A 1 1 1
Japonya Fransa, Ingiltere
Amerika, Kanada, Almanya, Fransa,
5 . C 7 0 1 0
Italya, Japonya Ingiltere
Amerika, Kanada,
6 | Almanya, Italya, Fransa, 0 3 8
Japonya, ingiltere

Tablo 5°den de goriildiigli lizere 5 ve 6 numarali kiime gruplar1 sadece
veri seti digsindan baslangic merkez verilerle elde edilmistir. 6 numarali
kiime grubu ise tiim iilkelerin benzer oldugu tek bir kiimenin elde edildigi
gruptur. Olusan 6 farkli kiime grubunun 5’inde Amerika ve Japonya’nin
ayni kiimede yer aldig1 gozlemlenirken, sadece 3 numarali kiime grubunda
Amerika ve Japonya ayr kiimelerde yer almistir. Ulkelerin ayni kiimede
yer almasi, iilkelerin 12 faktor agisindan birbirine benzedigi, ayn1 zamanda
diger kiimede yer alan {ilkelerle bu agidan farklilagtigin1 gosterir.

En sik gbzlemlenen kiime gruplari ise 1 ve 2 numarali kiime gruplaridir. Bu
iki kiime grubunun farklilagtigi tek iilke ise Almanya’dir. Veri seti disindan
baslangic merkez verilerle en sik elde edilen kiime grubunda Almanya,
Italya ve Fransa aym kiimede yer alirken, veri seti icinden baslangig
merkez verilerle en sik elde edilen kiime grubunda ise Italya ve Fransa
ayn1 kiime grubunda yer almaktadir.
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Ayni analiz 2018 yil1 i¢in gergeklestirildiginde olusan 7 farkli kiime grubu
ile birlikte bu kiime gruplarinin goériilme sikliklar1 Tablo 6’da sunulmustur.
2018 yili i¢in veri seti iginden ve veri seti disindan baslangic merkez
verilerle en sik elde edilen kiime grubu 1 numarali kiime grubu olmakla
birlikte, bu kiime grubunda Almanya, Italya ve Fransa ayni kiimede yer
almastr.

Tablo 6: K-Ortalamalar Ydntem Bulgulari: 2018

Sikhik-
No Kiime X Kiime Y Stklik- 1 Stkdik- icerden ve
Icerden | Disardan
Disardan
1 Amerika, .Ka1.1ada, Almanya, Italya, 9 20 29
Japonya, Ingiltere Fransa
Amerika, Kanada, Italya, Almanya,
2 e 1 2 0
Japonya Fransa, Ingiltere
Amerika, Kanada,
3 Almanya, Japonya, Italya, Fransa 8 3 19
Ingiltere
Amerika, italya, Fransa, Kanada,
4 R 1 0 0
Japonya, Ingiltere Almanya
. . Kanada,
5 Am?:k;’l I?lya, Almanya, 2 0 1
pony Fransa, Ingiltere
Amerika, Kanada,
6 Almanya, Italya, Fransa, Ingiltere 0 2 1
Japonya
Amerika, Kanada,
7 | Almanya, italya, Fransa, 0 1 6
Japonya, Ingiltere

Tablo 6’dan da goriildiigii tizere 2018 yilinda olusan tiim kiime gruplarinda
Amerika ve Japonya’nin ayn1 kiimede yer aldig1 gézlemlenmistir.

Ayni analiz 2017 yil1 igin gerceklestirildiginde olusan 12 farkli kiime grubu
ile birlikte bu kiime gruplarinin goériilme sikliklar1 Tablo 7°de sunulmustur.
Veri seti i¢inden ve veri seti disindan baslangic merkez verilerle en sik
gbzlemlenen kiime grubu ise 1 numarali kiime grubudur. Veri seti disindan
baslangic merkez verilerle en sik elde edilen kiime grubunda Kanada,
Almanya, italya, Fransa ayn1 kiimede yer alir.
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Tablo 7: K-Ortalamalar Y6ntem Bulgulari: 2017

Fransa, Japonya,
Ingiltere

Sikhik-
No Kiime X Kiime Y Stklik- | Stkhik- g0 qen ve
Icerden | Disardan
Disardan
1 Amerika, Kanada, Almanya, 6 9 12
Japonya, Ingiltere italya, Fransa
2 Amerika, K ar.lada, Almanya, italya, Fransa 6 2 18
Japonya, Ingiltere
Amerika, Kanada,
3 | Almanya, Italya, Japonya 3 4 7
Fransa, Ingiltere
4 Amerika, Kanada, Fransa, Japonya, | 3 0
Almanya, italya Ingiltere
Amerika,
5 | Kanada, Almanya, Italya, Fransa 3 1 4
Japonya, Ingiltere
Amerika, Kanada, | ;
6 Almanya, ingiltere Italya, Fransa, Japonya 2 1 4
Amerika, italya,
7 | Fransa, Japonya, Kanada, Almanya 0 2 3
Ingiltere
Amerika, Kanada,
8 Italya, Fransa, Almanya 0 2 2
Japonya, Ingiltere
9 | Amerika, Kanada Almanya, Ital‘ya,.Fransa, 0 0 1
Japonya, Ingiltere
Amerika, Kanada, italya, Fransa, Japonya,
10 L 0 0 2
Almanya Ingiltere
Amerika, Kanada,
11 | Almanya, italya, Fransa, Japonya 0 0 1
Ingiltere
Amerika, Kanada,
12 Almanya, Italya, 0 4 )

Tablo 7’den de goriildiigii iizere 2017 yilinda olugsan 12 farkli kiime
grubundan 6 tanesinde Amerika ve Japonya’nin ayni kiimede yer aldigi

gbzlemlenmistir.
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SONUC

Yapilan ¢alismada, G-7 iilkeleri, ekonomik 6zgiirliikk endeksi icinde yer
alan 12 faktor kullanilarak, Kiimeleme analizi yontemlerinden biri olan
K-Ortalamalar teknigi ile analiz edilmistir. Caligmada elde edilen sonuglar1
su sekilde 6zetlemek miimkiindiir:

2019 yilinda olusan bulgular degerlendirildiginde, olusan alt1 farkli
kiime grubunun besinde Amerika ve Japonya’nin ayni kiimede yer
aldig1 goriilmiistiir. Amerika ve Japonya’nin ayni kiimelerde yer almasi
ekonomik 6zgiirliikler endeksinde yer alan 12 faktor bakimindan bu iki
tilkenin birbirine benzerlikler gosterdigi anlamina gelmektedir. 2018
yilinda Amerika ve Japonya’nin tiim kiime gruplarinda birlikte yer aldig
goriiliirken, 2017 yilinda igerden ve disardan sikliklarin en yiiksek oldugu
kiimeler olan bir ve iki numarali kiimelerde ayni kiime grubunda yer
almiglardir. Ayni sekilde 2019 yilinda Amerika ve Kanada’nin igerden ve
disardan sikliklarin en yiiksek oldugu bir ve iki numarali kiime grubu ile
birlikte toplam dort kiimede birlikte yer alirken, 2018 yilinda bes kiimede
ve 2017 yilinda ise toplam on kiimede yer alarak ekonomik 6zgiirliikler
bakimindan birbirine benzedikleri goriilmistiir. Bu iki lilkenin ekonomik
anlamda diinyadaki yerleri incelendiginde, diinyadaki en biiyiik iki tilke
ekonomisi oldugu belirlenmistir. Ayrica bu iki tilkenin birlikte yer aldig1 bir
baska 6nemli topluluk olan OECD iilkelerinin uzun dénemli (1850-2007)
ekonomik ozgiirliiklerinin tarihsel olarak ayrintili incelendigi ¢alismada,
belirli tarihsel periyotlarda da bu iilkelerin birbirlerine benzer siralarda
bazi donemlerde de oldukga uzaklastiklar: tespit edilmistir (Prados De La
Escosura, L.; 2016).

icerden ve disardan siklik derecelerinin en yiiksek oldugu kiimelerde yer
alan Amerika ve Kanada ile birlikte yer alan bir diger iilkenin Ingiltere
oldugu goriiliir. 2019 ve 2017 yillarinda kiime bir ve iki, 2018 yilinda ise
kiime bir de yer almistr.
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EKLER
Tablo 8: Veri Seti: 2018
I(1 KZ K3 K4 KS K6 I(7 I(8 K9 KIO I(11 KIZ
90,1 | 87,7 [82,7]759|673|656| 93,5 | 102,2 | 89,4 |97,5| 958 | 90,8
94,8 83,5 | 75,9 58,1 | 13,5| 71,6 91 55,8 192,4192,7| 85,8 | 80,8
81,9 71,6 | 50,8 | 65,9 | 34,8 | 78,9 81 61 98,9 1 97,6 | 95,7 | 60,7
102,9 | 104,5 | 89,7 | 75,9 | 55,1 | 64,2 | 101,8 | 85,1 | 95,9 97,6 | 100,7 | 90,7
74,7 | 72,3 | 67,3 ]60,5| 51,9502 | 78,1 86,8 74 | 82,1 | 80,4 | 75,4
81,4 | 68,6 | 74,6 | 62,8 |49,5|44,7| 77,1 74,6 | 80,8 | 77,7 | 65,4 | 55,4
82,9 | 72,5 | 73,7 72,1 |47,7(76,6| 77,2 | 66,7 | 72,9 |83,5| 754 | 75,4
76,4 | 73,4 |70,7]56,7]36,7 86,2 | 81,5 | 48,7 | 81,6 |82,3| 754 | 65,4
Tablo 9: Veri Seti: 2017

I(l KZ K3 K4 KS K6 I<7 KS K9 Kl 0 Kl 1 I(l 2
95,85 (92,41 90,6 | 74,8 | 54,3 | 102,8 | 99,5 | 55,7 | 98,8 1 999 | 92,9 | 82,9
102,3 | 86,7 | 99 | 81,4652 | 224 9521904 |959]955|829]| 729
87,1 | 6795721674348 | 79,4 | 823|654 (99,4 (99,5975 62,59
101,9 | 86,3 | 98,6 | 81 | 64,8 22 948 1 90 | 955|951 1825 72,5
75,9 | 69,7 | 72,7 | 59,9 | 50,5 | 47,9 79 | 85,6 | 74,7 | 81,7 | 74,6 | 64,6
88,4 | 87,6 | 72,9 | 59,7 | 36,5 35 84,5674 | 79,6 | 81,6 | 84,6 | 74,6
75,8 | 69,6 | 72,6 | 59,8 | 50,4 | 47,8 | 78,9 | 85,5 | 74,6 | 81,6 | 74,5 | 64,5
82,8 | 753 ]76,1 71,9 | 46,8 | 748 | 76,4 | 67,6 | 67, | 829 | 74,5 | 74,5
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Emlak Degerlendirmesinin Cok Olciitlii Karar
Verme Yontemi ile Gerg¢eklestirilmesi:
Kiiciikcekmece Bolgesi Ornegi’

Eren BULUT 2
Ozge EREN 3

Oz

Diinyada oldugu gibi iilkemizde de degeri ve dnemi giinden giine artan
gayrimenkul sektorii, etkilesim i¢cinde oldugu piyasalar ve is kollarinin
coklugu sebebiyle olduk¢a onemli bir is sahasidir. Ozellikle 1999 yili
Marmara depremi sonrasit farkindalik diizeyinin toplumsal diizeyde
artmasi, bu sektorde hizli bir biiyiimeyi de beraberinde getirmistir. Gayri
safi yurti¢i hasila 2019 verilerine gore, diinyanin 17. biiylik ekonomisi
olarak belirtilen Tiirkiye’nin, bulundugu jeopolitik konum ve sahip oldugu
essiz glizellikleri ile gayrimenkul agisindan oldukca degerli oldugunu
apacik ortaya koyar. Ozellikle Asya ve Avrupa kitasinda medeniyetler
arasinda bir koprii vazifesi goren Istanbul sehrinin 6nemi sadece
iilkemizde degil tiim diinya iilkeleri tarafindan da bilinen bir gercektir.
Calismada, bu sebeple Istanbul ili, Kiiciikcekmece bdlgesinde yer alan
onemli konut projelerinden rastlantisal olarak secilen 18 proje, kendi
aralarinda belirtilen kriterlere gore siralanmis, daha sonra bu siralamanin
etkinligi K-Ortalamalar Kiimeleme analizi ile degerlendirilmeye
calistlmistir Bu calismada temel amag ise farkli 6zelliklere sahip emlak
projelerinin kendi aralarinda siralanmasinin miimkiin kilmasi olmustur.

Anahtar Kelimeler: Gayrimenkul finansmani, gayrimenkul yatirim
ortakligi, MAUT Yontemi, kiimeleme analizi
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Realizaion of Property Assessment By Multi-Dimensional Decision
Making Method: Kucukcekmece Region

Abstract

The real estate sector which’s value and importance are increasing day by
day in our country as well as in the world, is a very important business
field due to the markets it interacts with and the abundance of business
lines. Especially after the Marmara earthquake of 1999, the increase in
the society’s awareness level has brought about a rapid growth especially
in this sector. According to the gross domestic product in 2019
data, Turkey is listed as the world's 17 largest economy, its geopolitical
position and unique natural beauty prove that the country is highly
valuable in terms of real estate. The importance of the city of Istanbul,
which serves as a bridge between civilizations in Asia and Europe, is a
known fact not only in our country but also in all countries of the world.
In this study, 18 projects randomly selected among the important housing
projects in Kiiciikgcekmece region of Istanbul are ordered according to the
criteria specified among them. The main purpose of this study was to
enable the evaluation real estate projects with different characteristics
among themselves.

Keywords: Real—estate assessment, Real estate in Istanbul, MAUT
Method, Clustering Analysis

GIRIS

Gayrimenkul sektorii hemen hemen tiim diinyada oldugu gibi Tiirkiye
ekonomisinde de biiyiik bir paya sahiptir. Bunun yani sira bir¢ok sektorle
de baglantili olup pazari canli tuturak fayda saglayan sektor olarak bilinir.
Baglantili oldugu sektorler ile birlikte biiylik bir istthdam kapist
yaratmaktadir. Ulkemizde yakin zamanda halkin ekonomik seviyesine
gore olusturulan banka kredileri ve bankalarin yiiksek kredi tutarlari
vermesi bu sektdre olan ilgiyi arttirmistir.
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Gayrimenkuller, farkli yatirimlara gore genellikle 6n planda yer alan miilk
edinme bi¢imlerinden 6nemli bir tanesidir. Gayrimenkul sektoriinii bilinen
sektorlerden farkli kilan 6zelligi arzin pazara girme hizidir. Bircok
sektorde ortaya c¢ikacak taleplere hemen ¢o6ziim iiretmek miimkiinken,
gayrimenkul sektoriinde ani talep artisina verilecek cevap, yani
gayrimenkulii olusturma zamani olduk¢a uzun siirelidir. Su an yapilan ve
gelecek donem yapilacak konut projeleri insan ihtiyaglarina ve isteklerine
gore degerlendirilmektedir. Gerek bireysel gerek kurumsal anlamda kisiye
(aile) ya da kuruma faydasi en yiiksek gayrimenkuliin satin alinmasi ya da
kiralanmas1 en temel gerekliliktir. Bunu gergeklestirmek icin farkli emlak
degerlenmelerine  bakmak  gereklidir.  Calismada, bu amaci
gerceklestirmek igin Kiiciikgekmece bolgesindeki farkli konut projelerinin
degerlemesini Cok Kriterli Karar Verme (CKKYV) Tekniklerinden MAUT
yontemi yardimiyla siralamasi daha sonra ise siralamanin etkinliginin test
edilmesi i¢in K- Ortalamalar Kiimeleme yontemi ile kiimeleme
gerceklestirilmistir.

Gayrimenkul sektoriiniin  degerlendirilmesi  Tiirkiye’deki rakamsal
verilerde insaat sektorii icerisinde yer almaktadir. Sektore katki saglayan
dogrudan ya da dolayli diger sektorlerin katkisi ile birlikte ingaat
sektoriinin  GSMH  paymin yaklasik yilizde 30’una yakin oldugu
goriilmektedir (Intes, 2019).

Bu boliimde sundugumuz veriler Tiirkiye Istatistik Kurumu’ndan (TUIK)
elde edilmistir. Mevcut veriler 2009°dan baglayip 2017’ nin sonuna kadar
gelmektedir.

2009 ile 2017 yillar1 arasinda Tiirkiye’nin insaat sektoriiniin GSYH’ nin
icindeki pay1 Sekil 1°de de goriildiigii tizere 2009 ile 2013 yillar1 arasinda
hizli bir artis saglamis, 2013 ile 2015 yillar1 arasinda istikrarli, 2015
yilindan 2016 yilina gegiste oransal olarak diger yillara nispeten az da olsa
artig gostermistir.

Florya Chronicles of Political Economy - Year 5 Number 1 - April 2019 (61-82) 63



Emlak Degerlendirmesinin Cok Olciitlii Karar Verme Yontemi ile Gerceklestirilmesi:
Kiiciik¢ekmece Bolgesi Ornegi

Sekil 1: Insaat Sektoriiniin GSYIH I¢indeki Pay1
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Sekil 2°de goriildiigii lizere insaat sektoriiniin de gayrisafi katma degeri
(GSKD) 2010 ile 2014 yillar1 arasinda ivmeli inis ve ¢ikislar gerceklestirse
de 2014 yilindan sonra belirli bir artma egilimine girmistir. Ornegin TUIK
2016 yil1 dordiincii ¢eyrek (Ekim-Aralik) donemine ait gayri safi yurtici
hasila (GSYH) verilerine gore. GSYH 2016 yilinda yiizde 2,9 artmus,
ingaat sektoriiniin katma degeri ise yilizde 7,2 artis gostermistir.

Sekil 2: insaat Sektdriiniin GSKD Degisimi
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Konu ile ilgili yerli ve yabanci literatiir incelendiginde; He ve dig. (2009)
caligmasinda, gayrimenkul projelerinin risk degerlendirmesinin basarili
yatirimlar i¢in 6nemini anlatmistir. Calismalarinda, 6nce Entropi tabanh
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agirhiklandirma ile kriterler agirliklandirilmig, daha sonra gayrimenkul
projelerinin siralamasi TOPSIS yontemi ile gerceklestirilmistir.

Cebi (2010), bir emlak yatirimi i¢in en iyi siteyi segme sorununun ¢oziimii
icin karma bulanik mantik tabanli bir karar verme yontemi 6nermektedir.
Onerilen yontem ii¢ adimdan olusturulmustur: Bir toplama algoritmasi,
bulanik bir analitik hiyerarsi silireci ve bulanik bir bilgi aksiyonu
kullanimidir. Tan ve dig. (2010) calismalarinin amaci, ingaat projelerine
birden fazla nitelik dikkate alarak ve karar grubu iiyesi goriislerini de
entegre ederek uygun projeler segmelerinde yardimci olmak i¢in nicel bir
yontem sunmaktir.

Chiang ve dig. (2011), gayrimenkul brokerlariin servisinin
degerlendirilmesine dair bir siralamayr AHP ve TOPSIS yontemini
kullanarak gerceklestirmistir.

Yin (2013), emlak projelerinin kalite degerlendirme endeksi sistemini
olusturmus ve 6rnekleme verileri ile ideal ¢6ziim arasindaki mesafeyi ve
yakinlik derecesini hesaplamak i¢in Entropi yontemini uygulamistir.

Wu (2016), gayrimenkul yatirim ortamini ¢ok kriterli problemler altinda
analiz etmek i¢in analitik hiyerarsi siirecine (AHP) dayali grup karar
verme (GDM) i¢in fikir birligi modeli gelistirmis.

Guarini (2018), yerlesim alani1 secilmesinde gerek arazi gerek emlak
degerlendirme konularinda ortaya g¢ikan problemleri ele alirken, emlak
degerlendirme yontemine en uygun yontemi se¢mek i¢in CKKV
Teknikleri ad1 altinda prosediir belirlemistir.

Organ ve Kender (2012)’e ait c¢alismasinin amaci, mortgage kredi
kullanicisina alternatif krediler arasindan en optimal bankanin se¢ilimini
saglamaktir. Bu calismada ilk olarak bulanik analitik hiyerarsi prosesi,
daha sonra ise bulanik siralama yontemi ile siralamalar
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gerceklestirilmistir. Sonug olarak ise alternatif bankalar siralanarak ve
bulgular tartigilmisgtir.

Ipek¢i ve dig. (2014), cok kriterli bir karar verme problemi olarak
caligmada Antalya bolgesinde faaliyet gosteren bir ingaat firmasinin konut
ingaatt i¢in arsa yeri se¢imi bulanik analitik hiyerarsi siirecinden
faydalanilarak bulunmaya calisilmistir.

Sarigali ve dig. (2016) caligmasinda hem AHP hem de COPRAS
yontemleri  kullanilarak ¢esitli amaglar i¢in otel alternatifleri
degerlendirilmistir. Otel se¢iminde belirlenecek kriterlerin agirliklart igin
once AHP yonteminden faydalanilmis, otel alternatiflerinin
siralanmasinda ise COPRAS yontemi kullanmistir.

Genger ve dig. (2019), sirketlerin siirdiiriilebilir basarist i¢in, Giiney
Marmara bolgesinde bulunan bir ilimiz i¢in yapilacak olan bayilik
yatiriminin yeri i¢in dogru kararin verilmesini amaclamistir. Bu
dogrultuda bir otomotiv plazasinin en uygun tesis yeri se¢iminin
oneminden ve bu sec¢im icin gerekli olan yontemlerden bahsedilmistir.
Calismanin sonucunda matematiksel yontemlerden (AHP ve TOPSIS)
faydalanilarak ulagilan sonuglar karar vericilerle paylagilmis ve dogru
karar verilmesi acisindan destek saglanmaistir.

ARASTIRMA BOLGESI

Istanbul’un batisinda yer alan Kiiciikgekmece, Marmara Bolgesi’nde
Catalca Kocaeli kisminin Catalca yarimadasinda yer almaktadir. Doguda
D100-TEM baglantt yolundan baslayarak Kiiciikgekmece Golii’ne,
giineyde ise Marmara Denizi’'nden baslayip kuzeyde TEM (E80)
otobanina uzanmaktadir. Ilge etrafinda oldukga biiyiikk ve 6nemli diger
yerlesim yerleri ile O6rnegin Avcilar, Bagcilar, Esenler, Basaksehir,
Bahgelievler ve Bakirkoy ilgeleri komsu durumundadir. Sehrin merkezine
yaklasik 17 km uzaklikta olan ve yaklasik 37.75 km? yiizdlgiimiine ve
44,35 km ¢evre uzunluguna sahiptir. Asya- Avrupa arasinda baglanti
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saglayan TEM-E80 ve D100 gibi kara yollar1 ile Avrupa’ya giden
demiryolu agi1 iizerinde konuslanmaistir.

Tarihsel olarak bakildiginda Cumhuriyetin ilk yillarinda Yesilkoy’iin bir
koyii statiisiinde bulunan Kiigiikcekmece ilgesi daha sonraki yillarda ilge
olmustur. 1981 yilinda ilge Avcilar, Halkali, Sefakdy Belediyeleri’'ni
blinyesine alan Kiiciikgekmece, yeni bir belediye sube miidiirligli olarak
Istanbul Belediyesi’ne baglandi. 2018 yili itibariyle ilgenin niifusu
775.000°dir.

ARASTIRMANIN MODELI

Caligsmada, Kiiciikgekmece bolgesine ait 18 projenin (tamamlanan) cesitli
gostergeler dikkate alinarak degerlendirilmesi yapilmistir. Bu
degerlendirmeler CKKYV tekniklerinden 6nce MAUT yontemi ile
siralanmasi gerceklestirilmis, daha sonra da bu siralama K-Ortalamalar
Kiimeleme yontemi ile kiimelenerek karsilikli iki analizin birbiriyle
tutarliligi degerlendirilmistir.

Bu arastirmada, 2014-2019 yilindaki projeler tamamlanmis projelerle
sinirlidir. Calisma evrenimiz Kiiclikgekmece bolgesidir, ancak bu
bolgeden orneklem olarak 18 proje secilmistir. Calismada, projelere ait
bilgiler cesitli internet sitelerinden (temelde projelerin kendi resmi internet
sitelerinden) elde edilerek gerceklestirilmis olup bu bilgilerin dogru
oldugu varsayilmaktadir. Verileri toplarken insaat firmalarinin internet
sitelerinden, satis ofislerinden ve cesitli emlak alam ile ilgili 6nemli
internet sitelerinden faydalanilmistir.

CALISMA YONTEMI

Bu calismada alternatifler emlak projeleri kriterler ise onlarin
degerlendirildigi unsurlardir (fiyat, prestij, sosyal donati... vb.). MAUT
yontemi kisaca, maksimum veya minimum olma durumuna dnceden karar
verilmis kriterlere ait verileri O ile 1 degeri arasinda orantili olarak tekrar
dagitan bir siralama teknigidir. Bu yontem, gerek nicel gerekse de nitel
kriterleri dikkate alarak, karar vericinin toplam faydasini (total utility)
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maksimum yapacak alternatifi se¢mesini saglayan bir yontemdir. Bu
yontemde fayda, arzulanan bir 6lgiit olup hem somut hem de somut
olmayan kriterleri karsilagtirmak ve / veya birlestirmek i¢in bir fonksiyon
olarak olusturulur. Tek bir kritere (x) gore, fayda u (x') ile gosterilir
(Keeney ve Raiffa, 1993). Genel toplam fayda ise asagidaki gibidir;
istenilen de Ui degerinin maksimum olmasidir.

m
Ui = z W]ul]
=1

U;= Her bir alternatifin toplam fayda degeri

Uij= Her bir alternatifin fayda degeri

wj= Entropi yontemi ile elde edilen agirlik katsayisi

n = Kriter sayis1

m =Alternatif sayisi

Bu yontem kisaca asagidaki temel basamaklari igerir:

Adim 1: Kriter ve alternatifler belirlenerek karar matrisi olusturulur.

Adim 2: Entropi temelli olarak elde edilen agirliklar kullanilir (Calismada
agirliklandirma olarak Entropi kullanilmistir. Ancak farkli agirliklandirma
teknikleri de kullanilabilir).

m
ij =1j=12,..,m
J=1

Adim 3: Normalize edilmis faydanin belirlenmesi i¢in her bir fayda degeri
ui(xi) maksimum ya da minimum olma durumuna gore farkli sekilde
normaliz edilir.

u;(x;) = 5~ (Maksim Edilmesi igin)

i

"
+_ p—
]

u;(x;) = " (Minimize edilmesi igin)
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Burada
x; = ilgilisitundakienyiiksekdeger
x; = ilgilisutundakienkucikdeger

Adim 4: Toplam fayda hesaplanur.
m
Ui=ZWjUij' l=1,2,7’l ) j=1,2,...,m
j=1

Adim 5: Alternatifler toplam fayda puanina gore siralanir.

ARASTIRMAYA KONU OLAN PROJELER

A Projesi: Kiigiikkcekmece’de 26.500 metrekare alan iizerine insa edilen
projede 30 ve 40 katli 2 blokta 416 daire bulunmaktadir. Proje baslangi¢
Ekim 2011, teslim tarihi 2014. Daire m? araliklar1 84-225 m?. Daire m?
fiyat1 5.300 TL.

B Projesi: Kiiclikgekmece’de 42.000 metrekare alan iizerinde insa edilen
projede; 11 adet blokta, 11 adet ticari linite, 2 adet sosyal tesis olmak {izere
toplamda 567 adet bagimsiz bolimden olusmaktadir. Projede farkli tip
evler ile yasam secenekleri bulunmaktadir. Proje baslangic Nisan 2014,
teslim tarihi Ocak 2017.

Daire m? araliklar1 48 m?-184 m?. Daire m? fiyat1 6.900 TL.

C Projesi: Istanbul Kiigiikgekmece’de gelistirilen ev-ofis projesidir. Tek
bloktan olusan projede 146 daire yer almaktadir. Proje baslangic Nisan
2016, teslim tarihi 2018 3. Ceyrek. Daire m* araliklar1 71-110 m?. Daire
m? fiyat1: 6.200 TL.

D Projesi: Kiiglikcekmece’de insa edilen projede; agik, kapali ylizme
havuzlarindan tenis kortlarina, 3 km’lik kosu ve bisiklet parkurundan
meyve bahgelerine, tam donanimli ve 7/24 hizmet veren giivenlik
donatilarindan  etkinlik meydanina kadar bircok 06zelligi iginde
barmndirmaktadir. Proje baglangi¢ Temmuz 2013, teslim tarihi Temmuz
2015. Daire m? araliklar1 44-235 m?. Daire m? fiyat1 8.500 TL.
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E Projesi: Istanbul Halkall' da insa edilen E projesinde 1.412 konut ve 30
adet ticari birim bulunmaktadir. Proje baglangict Mayis 2013, teslim tarihi
Temmuz 2016. Daire m? araliklar1 28-164 m?. Daire m? fiyat: 4,400 TL.

F Projesi: Kiigiikcekmece'de gelistirilmis olan F projesi, 30,328 m? alan
iizerine konumlandirilmistir. Projede 10 blokta 408 adet daire ve 5.740 m?
ticari alan bulunmaktadir. 700 araglik otoparkin bulundugu projede,
I+1'den 5+1'e kadar farkl tipte dairler mevcuttur. Proje baslangig tarihi
Mayis 2014, teslim tarihi 2017 1. geyrek. Daire m? araliklar1 93-243 m?
Daire m? fiyat: 10,500 TL.

G Projesi: Istanbul Kiigiikgekmece gdliiniin yan1 basinda gelistirilen konut
projesidir. Proje 15’ser katli 8 bloktan olusmakta ve toplamda 788 daire ve
22 ticari inite bulunmaktadir. Proje baglangic tarihi 2015 1. Ceyrek, teslim
tarihi: Temmuz 2018. Daire m? araliklar1 60-646 m2. Daire m? fiyati
11,000 TL.

H Projesi: Istanbul Kiiciikgekmece' de gelistirilen bir konut projesidir. 2
bloktan olusan projede 114 adet daire yer almaktadir. Proje baslangi¢ tarihi
Ocak 2014, teslim tarihi Ocak 2016. Daire m? araliklar1 104-151m?. Daire
m? fiyat1 5,300 TL.

I Projesi: Kiiciikgekmece’de yapilan rezidans projesidir. Projede tek blok
icerisinde 118 rezidans {initesi bulunmaktadir. Proje baglangi¢ tarihi 2017
1. geyrek, teslim tarihi Nisan 2019. Daire m? araliklar1 57-131 m2. Daire
m? fiyat1 6,400 TL.

J Projesi: Istanbul Kiigiikcekmece’de gelistirilen bir konut projesidir. 3
bloktan olusan projede 180 adet daire bulunmaktadir. Proje baslangic
tarihi Temmuz 2017, teslim tarihi Nisan 2019. Daire m? araliklar1 68-156
m2. Daire m? fiyat1 6,100 TL.

K Projesi: Kiiclikgcekmece’de gelistirilen bir konut projesidir. 4 bloktan
olusan projede 519 adet konut ve 12 magaza bulunmaktadir. Projede ayrica
ticari {liniteler de mevcuttur. Proje baslangi¢ tarihi 2016 1. ¢eyrek, teslim
tarihi Mart 2018. Daire m? araliklar1 79- 239 m? Daire m? fiyat: 7.900 TL.
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L projesi: Kiigiikgekmece'de gelistirilen konut projesidir. Tek bloktan
olusan projede 93 adet daire ve 11 adet diikkdn bulunmaktadir. Proje
baslangig tarihi 2016 1. geyrek, teslim tarihi Agustos 2017. Daire m?
araliklar1 75-115 m? Daire m? fiyat1 5.500 TL.

M Projesi: Kiigiikcekmece Sefakdy’de gelistirilen konut projesidir. Proje
kapsaminda 48 daire ve 6 magaza bulunmaktadir. Proje baslangi¢ tarihi
2015 3. geyrek, teslim tarihi Temmuz 2017. Daire m? araliklar1 93-175 m?.
Daire m? fiyat1 6.100 TL.

N Projesi: Kiiciikcekmece’deki proje 8.500 metrekare alan iizerinde insa
edilen 19 kath bir projedir. Projede 271 daire bulunmaktadir. Proje
baslangig tarihi Mart 2017, teslim tarihi Haziran 2019. Daire m? araliklar
55-100 m?. Daire m? fiyat1 6.100 TL.

O Projesi: Kiiciikgekmece’de insa edilen bir rezidans projesidir. Projede
tek blok icerisinde 52 rezidans iinitesi bulunmaktadir. Proje baslangi¢
tarihi 2017 2. ceyrek, teslim tarihi Mayis 2018. Daire m? araliklari 86-160
m?. Daire m? fiyati: 8,500 TL.

P projesi: Kiigiikcekmece' de gelistirilen projedir. 18 kath tek bloktan
olusan projede 120 adet konut bulunmaktadir. Proje baslangic tarihi 2014
2. geyrek, teslim tarihi Mart 2019. Daire m? araliklar1 78-126 m?. Daire m?
fiyat1 4.500 TL.

R Projesi: Proje 705 adet rezidans daire ve 21 adet magazadan meydana
gelmektedir. Proje baslangic tarihi 2.1.2006, teslim tarihi 16.5.2009. Daire
m? araliklar1 80-205m?. Daire m? fiyat1 5.000 TL.

S Projesi: Istanbul Kiigiikcekmece'de hayata gegirilen konut projesidir.
Proje 3 bloktan olusmakta ve toplamda 109 daire ve 5 magaza
bulunmaktadir. Proje baslangi¢ tarihi Ocak 2015, teslim tarihi Subat 2017.
Daire m? araliklar1 39-140 m?. Daire m? fiyat1 4,000 TL.
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PROJELERIN DEGERLENDIRME KRITERLERI

Kriter 1: Konut A’dan Konut S’ye kadar verilen birim satis metrekare
fiyat: TL bazinda giincel tutarlardir. Istenilen seviye minimum tutardir.

Kriter 2: Konut projelerinde yesil alanlarin toplam alana gore maksimum
yiizdelik seviyesidir. Maksimum olmasi istenir.

Kriter 3: Insa edilen konut projelerinin, ulasim aglarina yakmligini 1°den
5’e kadar degerler verilmistir. Verilen bu degerlerin karsilig1 su sekildedir;
1: en kotii, 5: en iyi ulasim agina yakinhig gostermektedir. Kriterin
maksimum degerde olmasi istenilir.

Kriter 4: Konut projelerindeki sosyal-ticari alanlara yakinlik 1’den 5’¢
kadar degerlendirilmistir. Verilen bu degerlerin karsiligi su sekildedir; 1:
en kotli, 5: en iyi sosyal-ticari alanlara yakinhigi gostermektedir. Bu
kriterin maksimum degerde olmasi istenilir.

Kriter 5: Konut projelerinde yatirimeilarin dikkat ettigi bir diger kriter ise
prestijdir. Ayni sekilde bu kriter de 1’den 5’e kadar degerlendirilmistir.
Vermis oldugumuz bu degerlerin karsiligr su sekildedir; 1: en kotii, 5: en
1y1 prestijli konut projelerini belirtmektedir.

Kriter 6: Baz alman konut projelerindeki m? birim kira fiyatidir. Bu
degerlendirme TL bazinda olup giincel verilerdir ve maksimum seviyede
olmasu istenir.

Kriter 7: Spor ve yasam alanlarinin konut projelerindeki kalitesini,
biiylikliigiinii ve fonksiyonel olmasini belirten bir kriterdir. Bu kriter de
I’den 5’e kadar degerlendirilmistir. Verilen bu degerlerin karsiligi su
sekildedir; 1: en kotii, 5: en iyi spor ve yasam alanlarini belirtir.

Oncelikle kurgu ¢alismadaki veri seti Tablo 1°deki gibidir.
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Tablo 1: Alternatif ve Kriterleri Iceren Karar Matrisi

Kriter 1 | Kriter 2 | Kriter 3 | Kriter 4 | Kriter 5 | Kriter 6 | Kriter 7
Min Max Max Max Max Max Max
Birim Yesil Ulasim Sosyal- Prestij m? Kkira | Spor ve
satiym? | Alam Agina ticari birim fiyati| yasam
fiyat1 (%) Yakinhk | alanlara alam
yakinhk
A 5,300 20 1 1 1 16 2
B 6,900 40 1 1 5 22 5
C 6,200 10 1 1 | 17 1
D 8,500 80 2 2 5 28 5
E 4,400 30 2 3 1 15 2
F 10,500 85 3 3 5 27 5
G 11,000 75 5 5 5 24 5
H 5,300 40 3 3 3 17 3
I 6,400 10 3 4 2 15 1
J 6,100 20 4 4 1 16 3
K 7,900 50 5 5 5 23 4
L 5,500 10 5 5 5 20 1
M 6,100 50 5 4 1 17 1
N 6,100 45 4 3 2 20 2
(0] 8,500 70 3 2 4 16 3
P 4,500 20 2 1 3 2
R 5,000 70 3 2 3 2
S 4,000 60 4 3 3 4 3
Max | 11,000 85 5 5 5 28 5
Min | 4,000 10 1 1 1 4 1
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Tablo 2°de ise her bir kriter O ile 1 degerleri arasinda normalize edilerek
siralamasi1  gerceklestirilmistir. Bu matris iizerinde yapilan islem
alternatifler arasinda en kotii oldugu belirtilenin 0 degerine, en iyi olanin
ise 1 degerine denk gelmesini ve iki durum arasinda kalanlari ise n, 0 ile 1
arasinda degerler almasini saglamaktir.

Tablo 2: Normalize Edilmis Karar Matrisi

0,8143 | 0,1333 | 0,0000 | 0,0000 | 0,0000 | 0,5000 | 0,2500
0,5857 | 0,4000 | 0,0000 | 0,0000 | 1,0000 | 0,7500 | 1,0000
0,6857 | 0,0000 | 0,0000 | 0,0000 | 0,0000 | 0,5417 | 0,0000
0,3571 | 0,9333 | 0,2500 | 0,2500 | 1,0000 | 1,0000 | 1,0000
0,9429 | 0,2667 | 0,2500 | 0,5000 | 0,0000 | 0,4583 | 0,2500
0,0714 | 1,0000 | 0,5000 | 0,5000 | 1,0000 | 0,9583 | 1,0000
0,0000 | 0,8667 | 1,0000 | 1,0000 | 1,0000 | 0,8333 | 1,0000
0,8143 | 0,4000 | 0,5000 | 0,5000 | 0,5000 | 0,5417 | 0,5000
0,6571 | 0,0000 | 0,5000 | 0,7500 | 0,2500 | 0,4583 | 0,0000
0,7000 | 0,1333 | 0,7500 | 0,7500 | 0,0000 | 0,5000 | 0,5000
0,4429 | 0,5333 | 1,0000 | 1,0000 | 1,0000 | 0,7917 | 0,7500
0,7857 | 0,0000 | 1,0000 | 1,0000 | 1,0000 | 0,6667 | 0,0000
0,7000 | 0,5333 | 1,0000 | 0,7500 | 0,0000 | 0,5417 | 0,0000
0,7000 | 0,4667 | 0,7500 | 0,5000 | 0,2500 | 0,6667 | 0,2500
0,3571 | 0,8000 | 0,5000 | 0,2500 | 0,7500 | 0,5000 | 0,5000
0,9286 | 0,1333 | 0,2500 | 0,0000 | 0,5000 | 0,0000 | 0,2500
0,8571 | 0,8000 | 0,5000 | 0,2500 | 0,5000 | 0,0000 | 0,2500
1,0000 | 0,6667 | 0,7500 | 0,5000 | 0,5000 | 0,0000 | 0,5000

wiwmlozlz|t R =~z HEo o= >

Son olarak Tablo 3’te ise tiim alternatiflerin aldiklar1 toplam puanlarina
gore siralamalart gerceklestirilmistir. Toplam puani en yiiksek olan proje
en iyi ve puani en kotii olarak degerlendirilebilir. Bu agidan G projeler
icerisinden belirlenen kriterlere gore en iyi, C ise en kotiisii olarak
degerlendirilebilir.
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Tablo 3: Alternatiflerin Siralanmasi

Projeler | Toplam puan | Projeler | Toplam puan
A 1,70 J 3,33
B 3,74 K 5,52
C 1,23 L 4,45
D 4,79 M 3,53
E 2,67 N 3,58
F 5,03 O 3,66
G 5,70 P 2,06
H 3,76 R 3,16
I 2,62 S 3,92

Calismada son olarak yapilan siralamanin bir de kiimeleme analizi ile olan
benzerlik ya da farkliligini test etmek i¢in K-Ortalamalar Kiimeleme
yontemi kullanilmistir. Bu yontemi kullanmaktaki temel amag ise proje
alternatiflerinin hangilerinin birbirine daha benzer oldugunu ortaya
¢ikarmaktir.

K ORTALAMALAR KUMELEME ANALIZI

Elde edilen sonuglarin saglamligini test etmek i¢in yukarida bahsi gegen
projeleri K—Ortalamalar Algoritmasi ile kiimelenmesi gerceklestirilmistir.
Kiimeleme analizi anlamli bilginin kesfedilmesini sagladigi i¢in niceliksel
analiz bilimlerinde en yaygin kullanilan ydntemlerden biridir (Cebeci,
Yildiz, & Kayaalp, 2015). Bu algoritma sayesinde biiyiik miktarlarda ve
karmasik verilerden basit, kullanigli ve anlamli kiimeler olusturulabildigi
gibi bir veri kiimesini k gruba ayirmak i¢in kullanilan en popiiler
kiimeleme algoritmalarindan biridir (Tekin, 2018). Bu algoritmanin amac1
elde edilen kiimelerin kendi i¢inde homojen, fakat kiimeler arasinda
heterojen bir sekilde olugmasini saglamaktir (Bulut, 2019). Kiimeleme
isleminin basarili olmas1 durumunda, geometrik gdsterimde kiime i¢inde
yer alanlarin birbirine yakin, farkli kiimelerde yer alanlarin ise birbirinden
uzakta yer almasi beklenir (Ozar1 & Eren, 2018).
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Kullanilan algoritmanin adimlar1 asagida sunulmustur (Bulut, 2019;
Rengber, 2019):

e k sayida kiime merkezi belirlenir.

e Kiime sayisi kadar rasgele kiime merkezleri belirlenir.

e Gozlemler arasinda en yakin olan ¢ekirdekler ayni kiimede birikir.

e Kiimeye atanmis elemanlarin ortalama vektorii hesaplanarak kiime
cekirdekleri giincellenir. Eger bir gozlem icin kendi bulundugu
kiimenin ¢ekirdeginden daha yakin bir ¢ekirdek mevcut ise gézlem
yakin olan kiimeye aktarilir.

e Her kiime i¢in ortalama merkez degeri hesaplanir. Merkez ile
gdzlem arasindaki uzaklhigm &lgiimii icin Oklid, Mahalanobis,
Manhattan gibi farkli yontemler kullanilabilir.

e Tim gegisler bitinceye kadar {li¢iincii adim tekrarlanir.

Bu c¢alismada, SPSS paket programini kullanarak K-Ortalamalar
Kiimeleme algoritmasini ve Oklid tipi uzaklik fonksiyonunu kullandik.
Fonksiyona ait formiil

a(i,j) = Jzzzl(xik - xjk)z (D

Calismada, 3 kiime gerceklestirilmesi diisiiniilmiistiir. Bununda sebebi
olarak projelerin yiiksek, orta ve diisiik denilebilecek 3 gruba ayrilmasini
saglamaktir. 3 kiimeye ayrilarak elde edilen kiimelenmeler Tablo 4’de
belirtilmistir. ilk siralarda yer alan projelerden G, K ve D kiimelemede de
ayn1 kiime grubu igerisindedir. Ayn1 sekilde siralamanin sonlarinda yer
alan A, C ve P de kiimeleme analizinde ayn1 kiimede yer alan projelerdir.
Bu agidan bakildiginda oldukg¢a yiiksek sayilabilecek bir tutarlilik
mevcuttur.
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Tablo 4: K-Ortalamalar Kiimeleme Y 6ntemi ile Projelerin

Kiimelendirilmesi
ProjeNumarasi | ProjeAlternatifleri | Kiime | Uzakhik
1 A 2 0,405
2 B 1 0,878
3 C 2 0,546
4 D 1 0,487
5 E 2 0,449
6 F 1 0,394
7 G 1 0,763
8 H 3 0,437
9 I 3 0,503
10 J 3 0,482
11 K 1 0,739
12 L 3 0,880
13 M 3 0,560
14 N 3 0,324
15 O 1 0,589
16 P 2 0,482
17 R 2 0,753
18 S 3 0,726

SONUC

Gayrimenkul sektorii etkilesim iginde oldugu piyasalar ve is kollarinin
coklugu sebebiyle hem iilkemizde hem diinyada olduk¢a 6nemli bir is
sahasidir. Gelismekte olan Tiirkiye ekonomisi incelendiginde bu sektoriin
icerisinde yer alan ingaat sektoriiniin gayri safi yurti¢i hasiladaki pay1
oldukgca yiiksektir.

Gayrimenkul denilince ilk olarak akla gelen yap1 konutlaridir. Konut,
bireyin kendisini giivende hissetmesini saglayan, belirli sinirlar i¢erisinde
yasam siirdiriilebilirligini bireyin veya bireylerin yasam standartlarina
gore yapilmis bina ve binalar olarak tanimlanir. Konut yatirimlari,
genellikle kisi veya kisilerin hayatlar1 boyunca tiim yapacaklari
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harcamalarin en yiiksek hacimli harcama anlamina gelir. Bu nedenle de
konut yatirimlari tiim toplumu yakindan ilgilendiren bir konudur.

Gayrimenkul sektdriinde, bireye (aile) ya da kuruma faydasi en yiiksek
konutun satin almmasi ya da kiralanmasi temel bir gerekliliktir.
Calismada, bireysel veya kurumsal anlamda yatirimlarin dogru bir sekilde
yapilmasini saglamak amaci ile emlak degerlemesi ile ilgili bir aragtirma
gerceklestirildi.

Yapilan bu ¢alismada CKKV yontemlerinden biri olan MAUT sistemi ile
kendimize bir bolge belirleyerek emlak degerlendirmesinde bulunuldu.
Calisma kisitlari, Istanbul ili olan Kiiciikcekmece ilgesinde rastgele
belirlenen 2014 yili ile 2019 yillar1 arasindaki proje teslimi yapilmis
benzer yapidaki 18 tane konut projesiyle belirlendi. Ayrica baz alinan
alternatif projelere paralel olarak, kisilerden talep goren ve ihtiyag
duyuldugu diisiiniilen 7 tane temel kriter secilerek, MAUT yo6ntemi
kullanilarak, projeler arasinda siralamalar saglandi. Bu kriterler sirasiyla;
metre kare satig fiyati, yesil alan, ulasim agmna yakinligi, sosyal-ticari
alanlara yakinligi, prestijli olmasi, metre kare kira birim fiyati, spor ve
yasam alanidir.

Calismada elde edilen siralamanin dogrulugunu test etmek icin K-
Ortalamalar Kiimeleme yontemi kullanildi. Kullanilan her iki yontem de,
en iyl proje olarak ‘G’ projesini en kotii proje olarak ‘C’ projesini
gostermistir. MAUT ydntemi, alternatif siniflar olarak belirlenen projeleri
toplam puanlarina gore bir siralamaya sokmustur. Calismanin bulgularini
destelemek icin bir de kiimeleme sistemi gerceklestirildi. Projelerimizi
siralamak yerine kiimelemedigimizde 3 kiimeye ayirarak iyi, orta ve kotii
segmentler olarak kiimeleme sistemi belirlendi. MAUT yontemindeki
siralama baz alindiginda, kiimeleme sisteminin de bize iyi, orta ve koti
projeleri ayn1 segmentler igerisinde vererek yapilan ¢alismanin
dogrulugunu destekledigi goriilmektedir.

78



Eren BULUT, Ozge EREN

Sonuglart bir de literatiir ile karsilastirildiginda:

Pmnar ve Demir (2014) tarafindan yapilan g¢alismaya gore ikinci el
konutlarin kapitalizasyon oranlar1 (Yillik net getiri / Satis Fiyat), yeni
konutlarin kapitalizasyon oranlarindan daha yiiksektir. Konut biiytikliigi,
merkeze yakinlik, dogalgaz hatti ve kapali otopark faktorlerinin
kapitalizasyon oranlar1 lizerinde anlamli etkisi bulmuslardir. Mert ve
Aydin (2017), vyaptiklar1 calismada emlak degerleme raporlarim
incelemislerdir. Yazarlar, emlak degerleme siirelerinin kisaligini,
raporlarda tasinmaz fotograflarinin bulunmamasini ve taginmaza ait
verilerin internetten saglanmasini elestirmislerdir. Benzer bir ¢alismada
Tas, Mert, ve Aydin (2017), tapu degerlerinin pazar fiyatlarini
yansitmadigini, bu sebeple de fiyatlarin emlak¢ilardan elde edildigini ve
satihk  tasinmaz fiyatlarinin emsal fiyat olarak kullanildigin
belirtmislerdir. Demirel, Yelek, Alagas, ve Eren (2018) tarafindan yapilan
caligmada yazarlar, bizim ¢alismamiza benzer olarak Analitik Hiyerarsi
Prosesi (AHP) kullanmislardir ve elde ettikleri sonuglara gore bir dairenin
fiyatim1 etkileyen en 6nemli iki faktoriin konum ve alt yapt oldugunu
bulmuglardir.

Bu degerlendirme yontemini, belirli bir bolgede yasamak amac ile ev
almak isteyen kisilerin, yatirim amaci ile ev almak isteyen kisilerin, emlak
ofisleri, pazarlama sirketleri, kurumlar veya yurtdis1 yatirimeilarinin farkl
farkli kriterler devreye sokarak veya alternatif smiflarin cogaltilarak
maksimum fayda edebilecegi diistiniilmektedir.

Benzer tipteki projelerde insanlarin mutluluk degerleri dlgiilerek pazar
arastirmasi yapilabilir. Insanlar1 en ¢ok hangi kriter veya kriterlerin mutlu
ettiginin lizerine ¢aligma yapilabilir.

Bir projede biitiin kriterlerin yiiksek puanlamasina ragmen talep

gérmemesini, pazarlama sorunu olarak belirleyip pazarlama stratejilerinde
bir aragtirma yapilarak ¢aligma yapilabilir.
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Emlak sirketlerinin kiimelemedeki segmentler de, yani siniflagsmadaki
yogunlagmadan yararlanarak alicilarin isteklerini minimum seviyeye
indirerek daha kaliteli, profesyonel ve alim satim siireclerini hizlandirarak
maksimum seviyede hizmet vermelerini saglayan bir sistem olarak
kullanilabilir.
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TIFF, JPEG or EPS format in grayscale. Figures should have a caption.
Citations: Cite references in the text with regard to APA style'. In APA
style, footnotes are not used to cite sources. Instead, you provide the
authors’ last names and publication dates within the body of your paper.
Here are some examples.

1. One work by one author.
Example: Leary (2008) argued that...
Example: ...self-motives are actually interpersonal motives (Leary, 2008).

! APA citation style information is directly taken from the document prepared by Prof. Borton for iskHamilton
College, Department of Psychology.

http://www.hamilton.edu/documents/Citing%20Sources%20APA%20Style.pdf last accessed on 03.06.2015.



2. Quoting directly . Example: When you think of the long and gloomy
history of man, you will find more hideous crimes have been committed
in the name of obedience than have ever been committed in the name of
rebellion” (Snow, 1961, p. 24).

References: All references cited in the text must be included in the list
of references at the end of the paper. The accuracy of references is the
responsibility of the author. References are listed in the order in which they
are cited in the text. A maximum of 30 references for Research Articles, 50
references for Reviews and 10 references for Opinions and Case Reports
should be included.

Examples of References:

1. Journal article

Horberg, E. J., & Chen, S. (2010). Significant others and contingencies
of self-worth: Activation and consequences of relationship-specific
contingencies of self-worth. Journal of Personality and Social Psychology,
98, 77 —91. doi: 10.1037/a0016428.

2. Article or chapter in an edited book

Chang-Schneider, C., & Swann, W. B. The role of uncertainty in self-
evaluative processes: Another look at the cognitive-affective crossfire. In
R. M. Arkin, K. C. Oleson & P. J. Carroll (Eds.), Handbook of the uncertain
self (pp. 216-231). New York, NY: Psychology Press.

3. Entire authored book J
Gilovich, T., Keltner, D., & Nisbett, R. E. (2011). Social psychology (2n
ed.). New York: W. W. Norton.

4. Entire edited book
Vohs, K. D., & Baumeister, R. F. (Eds.). 2011. Handbook of self-regulation:
Research, theory, and applications. New York, NY: Guilford.

For more information on APA citation style:
http://www.apastyle.org
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